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Airline industry of Pakistan is facing the issue of high passenger turnover, poor 
infrastructure, ineffectiveness of operations, poor service quality, increasing rate of 
flight delays and cancellation that leads to passenger’s diffidence. This study 
investigates mediating effect of corporate image on the relationship between service 
quality, trust, physical environment, social network interaction, relationship 
through solving customer problems and customer satisfaction in airline industry of 
Pakistan. The theories of SET and EDT integrates to explain the relationship 
between CRM factors, corporate image and customer satisfaction. The data was 
collected from passengers of PIA, SAI and ABQ, in five airports of Pakistan by 
using a structured questionnaire and 576 visible responses were analyzed. Using 
PLS-SEM to analyze the data and test hypotheses, the present study shows that 
relationship between service quality, trust, physical environment and relationship 
through solving customer problems were significantly related to corporate image 
and customer satisfaction. However, the results revealed that social network 
interaction has shown insignificant relationship with corporate image and customer 
satisfaction. The findings suggest that mediating effect of corporate image was 
found significant on the relationship between service quality, trust, physical 
environment, relationship through solving customer problems and customer 
satisfaction. Nonetheless, corporate image did not mediate the relationship between 
social network interaction and customer satisfaction. This study delivers 
understanding in service marketing area and help airline companies to employ the 
implementation of role of service quality, customer trust and physical environment, 
and relationship through solving customer problems as main drivers of customer 
satisfaction.  
Keywords: Customer Satisfaction, Customer Relationship Management, Corporate 











Industri penerbangan Pakistan sedang menghadapi masalah lebihan penumpang 
yang tinggi, infrastruktur yang lemah, ketidakberkesanan operasi, kualiti 
perkhidmatan yang rendah, peningkatan kadar kelewatan penerbangan dan 
pembatalan yang menyebabkan kurangnya keyakinan penumpang. Kajian ini 
menyiasat kesan pengantara imej korporat ke atas hubungan antara kualiti 
perkhidmatan, kepercayaan, persekitaran fizikal, interaksi jaringan sosial, 
hubungan melalui penyelesaian masalah pelanggan dan kepuasan pelanggan dalam 
industri penerbangan di Pakistan. Teori SET dan EDT digabungkan untuk 
menerangkan hubungan antara faktor-faktor CRM, imej korporat dan kepuasan 
pelanggan. Data dikumpulkan daripada penumpang PIA, SAI dan ABQ, di lima 
buah lapangan terbang di Pakistan menggunakan soal selidik berstruktur, dan 576 
maklum balas yang diterima telah dianalisis. Dengan menggunakan PLS-SEM 
untuk menganalisis data dan menguji hipotesis, kajian ini menunjukkan hubungan 
yang signifikan bagi kualiti perkhidmatan, kepercayaan, persekitaran fizikal dan 
hubungan melalui penyelesaian masalah pelanggan berkaitan dengan imej korporat 
dan kepuasan pelanggan. Walau bagaimanapun, hasilnya mendedahkan bahawa 
interaksi jaringan sosial menunjukkan hubungan yang tidak signifikan dengan imej 
korporat dan kepuasan pelanggan. Dapatan kajian ini mencadangkan kesan 
pengantaraan imej korporat yang didapati signifikan ke atas hubungan antara kualiti 
perkhidmatan, kepercayaan, persekitaran fizikal, hubungan melalui penyelesaian 
masalah pelanggan dan kepuasan pelanggan. Namun, imej korporat tidak 
mengantarakan hubungan antara interaksi jaringan sosial dan kepuasan pelanggan. 
Kajian ini memberi pemahaman dalam bidang pemasaran perkhidmatan dan 
membantu syarikat-syarikat penerbangan dalam pelaksanaan peranan kualiti 
perkhidmatan, kepercayaan pelanggan dan persekitaran fizikal, dan hubungan 
melaui penyelesaian masalah pelanggan sebagai pemacu utama kepada kepuasan 
pelanggan.  
 
Kata kunci: Kepuasan pelanggan, pengurusan perhubungan pelanggan, imej 
korporat,  Teori Ketaksalahan Jangkaan (Expectation Disconfirmation Theory) 
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In this modern era the business sector increasingly focuses on the management of 
customer relationships. Customer relationship management (CRM) explicitly 
acknowledges the long-run value of current and prospective customers and it look for 
the organizational profits, increase in the shareholder value by developing, maintaining, 
and enhancing the customer relationships with the company (Naveen & 
Venkataramana, 2014). Numerous researchers and academicians all over the world 
have highlighted the importance of customers. When customers are motivated with the 
company, they show higher level of satisfaction which consequently initiates their 
repetitive buying behavior and recommend same to others. 
 
Generally, customers adopt a loyal behavior towards the service providers, if they have 
a strong corporate image within customers and they feel satisfied with the services 
delivered by them (Ali, Alvi, & Ali, 2012). Similarly, the cost of securing a new 
customer is 5 times greater than holding an existing one and retrieving a lost customer 
is 50 to 100 times more costly (Ofori et al., 2017; Zietsman et al., 2019; Boonlertvanich, 
2019). Hence, the biggest challenge for a business is the management of customer 
attrition that can be removed by considering customer needs to reduce the rate of 
defection and their goal is to build a long-term customer relationship to support 
customer satisfaction (Ozkan & Suer, 2019). 
In service-based industries, it is considerably challenging for the companies to achieve 





Aaker, D. (2010). Building Strong Brands. UK: Simon & Schuster. 
Abd-El-Salam, E. M., Shawky, A. Y., & El-Nahas, T. (2013). The impact of corporate  
image and reputation on service quality, customer satisfaction and customer loyalty: 
testing the mediating role. Case analysis in an international service company. 
The Business & Management Review, 3(2), 177. 
Abdullah, K., Manaf, N. H. A., & Noor, K. M. (2007). Measuring the service quality 
of airline services in Malaysia. International Journal of Economics, 
Management and Accounting, 15(1). 
ABQ. (2018).  Air Blue International airline. https://www.airblue.com/corp/about 
Abror, A., Patrisia, D., Engriani, Y., Evanita, S., Yasri, Y., & Dastgir, S. (2019). Service 
quality, religiosity, customer satisfaction, customer engagement and Islamic 
bank’s customer loyalty. Journal of Islamic Marketing. 
Accenture. (2013). Huge cost profile makes Nigerian airlines high-risk business. 
Business Day Newspaper. Retrieved: June 2017, from: http://www. 
businessdaynewspaper/huge-cost-profile-makes-nigerian-airlines-high-
riskbusiness 
Adeniji, A. A., Osibanjo, A. O., Abiodun, A. J., & Oni-Ojo, E. E. (2014). Corporate 
image: A strategy for enhancing customer loyalty and profitability. Journal of 
South African Business Research, 2015. 
Ahadmotlaghi, E., & Pawar, P. (2012). Analysis of CRM Programs Practiced by 
Passengers' airline Industry of India and its Impact on Customer Satisfaction 
And Loyalty. Researchers World, 3(2 Part 2), 119. 
163 
 
Ahmad, M. B., Wasay, E., & Jhandir, S. U. (2012). Impact of employee motivation on 
customer satisfaction: study of airline industry in Pakistan. Interdisciplinary 
Journal of Contemporary Research in Business, 4(6), 531-539. 
Ahmed, A., & Ahsan, H. (2011). Contribution of services sector in the economy of 
Pakistan. Working Papers & Research Reports, 2011. 
Airhelp. (2018). World airline ranking 2018-PIA ranked 3rd worst airline in the world. 
Retrieved on December, 2018 https://www.researchsnipers.com/world-airline-
ranking-2018-pia-ranked-3rd=worst-airline-in-the-world/ 
Ajmair, M., Gilal, M. A., & Hussain, K. (2016). Determinants of Services Sector 
Growth in Pakistan. European Scientific Journal, ESJ, 12(34), 297-306. 
Akbar, M. M., & Parvez, N. (2009). Impact of service quality, trust, and customer 
satisfaction on customers loyalty. ABAC journal, 29(1). 
Aksoy, S., Atilgan, E., & Akinci, S. (2003). Airline services marketing by domestic and 
foreign firms: differences from the customers’ viewpoint. Journal of Air 
Transport Management, 9(6), 343-351. 
Al-Azzam, A. F. M. (2016). The impact of customer relationship management on hotels 
performance in Jordan. International Journal of Business and Social Science, 
7(4), 200-210. 
Al-Jader, R. A., & Sentosa, I. (2015). A Conceptual Development on the Mediating 
Role of E-Service Recovery on The Relationship between Customer 
Determinants and Customer Retentions in The Airline Industry in Malaysia (A 
Structural Equation Modelling Approach). Indian Journal of Commerce and 
Management Studies, 6(1), 103. 
164 
 
Alauddin, M., Ahsan, S. H., Mowla, M. M., & Islam, M. M. (2019). Investigating the 
relationship between service quality, customer satisfaction and customer loyalty 
in hotel industry: Bangladesh perspective. Global Journal of Management And 
Business Research. 
Alam, M. A., Roy, D., & Akther, R. (2016). Consumers’ Expectation and Perception 
toward Mobile Telecommunication Usage in Bangladesh. Asian Business 
Review, 6(1), 57-64. 
Aldaihani, F. M. F., & Ali, N. A. B. (2018). Impact of Electronic Customer Relationship 
Management on customers satisfaction of the five stars hotels in Kuwait. Global 
Journal of Management And Business Research. 
Aldas-Manzano, J., Ruiz-Mafe, C., Sanz-Blas, S., & Lassala-Navarré, C. (2011). 
Internet banking loyalty: evaluating the role of trust, satisfaction, perceived risk 
and frequency of use. The Service Industries Journal, 31(7), 1165-1190. 
Alhroot, A. H. H. J. (2007). Marketing of a destination: Jordan as a case study 
(Doctoral dissertation, University of Huddersfield). 
Ali, F., Amin, M., & Ryu, K. (2016). The role of physical environment, price 
perceptions, and consumption emotions in developing customer satisfaction in 
Chinese resort hotels. Journal of Quality Assurance in Hospitality & Tourism, 
17(1), 45-70. 
Ali, F., Dey, B. L., & Filieri, R. (2015). An assessment of service quality and resulting 
customer satisfaction in Pakistan International Airlines: Findings from 
foreigners and overseas Pakistani customers. International Journal of Quality 
& Reliability Management, 32(5), 486-502. 
165 
 
Ali, F., Kim, W. G., & Ryu, K. (2016). The effect of physical environment on passenger 
delight and satisfaction: Moderating effect of national identity. Tourism 
Management, 57, 213-224. 
Ali, F., Omar, R., & Amin, M. (2013). An examination of the relationships between 
physical environment, perceived value, image and behavioural Intentions: A 
SEM approach towards Malaysian resort hotels. Journal of Hotel and Tourism 
Management, 27(2), 9-26. 
Ali, I., Alvi, A. K., & Ali, R. R. (2012). CORPORATE REPUTATION, CONSUMER 
SATISFACTION AND LOYALTY. Romanian Review of Social Sciences, (3), 
13-23. 
Alireza, F., Ali, K., & Aram, F. (2011). How quality, value, image, and satisfaction 
create loyalty at an Iran telecom. International Journal of Business and 
Management, 6(8), 271. 
Ambrož, M., & Praprotnik, M. (2008). Organisational effectiveness and customer 
satisfaction. Organizacija, 41(5), 161-173. 
Ampoful, A. (2012). The Effect of Customer Relationship Management (CRM) on the 
Profitability of Financial Institutions-A Case Study of Barclays Bank Limited, 
Takoradi Branches (Doctoral dissertation). 
Anderson, E. W., & Sullivan, M. W. (1993). The antecedents and consequences of 
customer satisfaction for firms. Marketing science, 12(2), 125-143. 
Andrade, S. (2003). Using customer relationship management strategies. Applied 
Clinical Trials, 12(4), 37-44. 
166 
 
Andreassen, T. W., & Lindestad, B. (1998). The effect of corporate image in the 
formation of customer loyalty. Journal of Service Research, 1(1), 82-92. 
Appelbaum, S. H., & Fewster, B. M. (2003). Global aviation human resource 
management: contemporary compensation and benefits practices. Management 
research news, 26(7), 59-71. 
Aral, S., Dellarocas, C., & Godes, D. (2013). Introduction to the special issue—social 
media and business transformation: a framework for research. Information 
Systems Research, 24(1), 3-13. 
Archana, R., & Subha, M. V. (2012). A study on service quality and passenger 
satisfaction on Indian airlines. International Journal of Multidisciplinary 
Research, 2(2), 50-63. 
Ariani, S., Firdaus, M. R., & Hairudinor, H. (2019). Analysis of the influence of service 
quality, price, trust and corporate image on satisfaction and customer loyalty in 
pt. pos indonesia banjarmasin. European Journal of Management and 
Marketing Studies. 
Armstrong, J. S., & Overton, T. S. (1977). Estimating nonresponse bias in mail surveys. 
Journal of marketing research, 14(3), 396-402. 
Andriyansah, & Aryanto, V. D. W. (2017).  A Structural Equation Modelling Approach 
on Tourism Mega Event of Total Solar Eclipse and Customer Value in Belitung, 
Indonesia. International Journal of Mechanical Engineering and Technology, 
8(6), 317-326. 
Ashraf, S., Ilyas, R., Imtiaz, M., & Ahmad, S. (2018). Impact of service quality, 
corporate image and perceived value on brand loyalty with presence and 
167 
 
absence of customer satisfaction: A study of four service sectors of 
Pakistan. International Journal of Academic Reaseach in Business & Social 
Sciences, 8(2), 452-474. 
Atalik, Ö. (2007). Customer complaints about airline service: a preliminary study of 
Turkish frequent flyers. Management Research News, 30(6), 409-419. 
Au, A. K. M., & Tse, A. C. B. (2019). Expectancy disconfirmation: Effects of deviation 
from expected delay duration on service evaluation in the airline industry. Asia 
Pacific Journal of Marketing and Logistics, 31(1), 291-300. 
AviatingAsia – Game Changers Tracking. Retrieved from: 
https://aviatingasia.wordpress.com/2012/09/04/boeing-current-market-
outlook-2011-2030/ 
Avidar, R. (2013). The responsiveness pyramid: Embedding responsiveness and 
interactivity into public relations theory. Public Relations Review, 39(5), 440-
450. 
Avolio, B. J., Yammarino, F. J., & Bass, B. M. (1991). Identifying common methods 
variance with data collected from a single source: An unresolved sticky issue. 
Journal of management, 17(3), 571-587. 
Awoke, H. (2015). Service Quality and Customer Satisfaction: Empirical Evidence 
from Saving Account Customers of Banking Industry. European Journal of 
Business and Management. 7 (1), 124-144. 
Azoury, N. M., Daou, L. E., & El Khoury, C. M. (2013). University image and its 
relationship to student satisfaction: case of the Holy Spirit University of Kaslik, 
Lebanon. Journal of Executive Education, 12(1), 4. 
168 
 
Azoury, N., Daou, L., & Khoury, C. E. (2014). University image and its relationship to 
student satisfaction-case of the Middle Eastern private business schools. 
International strategic management review, 2(1), 1-8. 
Azzam, Z. A. M. (2014). The Impact of Customer Relationship Management on 
Customer Satisfaction in the Banking Industry–A Case of Jordan. European 
Journal of Business and Management, 6(32), 99-112. 
Ba, S., & Pavlou, P. A. (2002). Evidence of the effect of trust building technology in 
electronic markets: Price premiums and buyer behavior. MIS quarterly, 243-
268. 
Babbie, E. R. (1990). Survey research methods Wadsworth Pub. Co Belmont, 
Calif, 3(9). 
Babin, B. J., Hair, J. F., & Boles, J. S. (2008). Publishing research in marketing journals 
using structural equation modeling. Journal of Marketing Theory and Practice, 
16(4), 279-286. 
Baker, D. M. A. (2013). Service quality and customer satisfaction in the airline 
industry: A comparison between legacy airlines and low-cost airlines. American 
Journal of Tourism Research, 2(1), 67–77. 
Baloch, Q. B., & Jamshed, J. (2017). Service Quality Attributes and Customer Loyalty: 
Case Study of Pakistan International Air Line. FWU Journal of Social Sciences, 
11(1), 92. 
Baloch, Q. B., Jamshed, J., & Zaman, G. (2014). Enhancing Service Quality & 
Reviving Competitiveness of Pakistan International Airline. Abasyn University 
Journal of Social Sciences, 7(2), 346-359. 
169 
 
Bartlett, J.E., Kotrlik, J.W., & Higgins, C.C. (2001). “Organizational Research: 
Determining Appropriate sample Size in Survey Research”. Information 
Technology, Learning, and Performance Journal, 19(1), 43-50. 
Baron, R. M., & Kenny, D. A. (1986). The moderator–mediator variable distinction in 
social psychological research: Conceptual, strategic, and statistical 
considerations. Journal of personality and social psychology, 51(6), 1173. 
Becker, L. C. (1986). Reciprocity (Routledge Revivals). Routledge. 
Belás, J., & Gabčová, L. (2016). The relationship among customer satisfaction, loyalty 
and financial performance of commercial banks. Economics and Management. 
Bertea, P. E., & Zait, A. (2013). PERCEIVED RISK VS. INTENTION TO ADOPT E-
COMMERCE--A PILOT STUDY OF POTENTIAL MODERATORS. 
Trziste/Market, 25(2). 
Bitner, M. J. (1990). Evaluating service encounters: the effects of physical surroundings 
and employee responses. Journal of marketing, 54(2), 69-82. 
Blau, P. M. (1964). Justice in social exchange. Sociological Inquiry, 34(2), 193-206. 
Bodey, K., & Grace, D. (2006). Segmenting service “complainers” and “non-
complainers” on the basis of consumer characteristics. Journal of Services 
Marketing, 20(3), 178-187. 





Boley, B. B., McGehee, N. G., Perdue, R. R., & Long, P. (2014). Empowerment and 
resident attitudes toward tourism: Strengthening the theoretical foundation 
through a Weberian lens. Annals of Tourism Research, 49, 33-50. 
Bollen, K. A. (1989). A new incremental fit index for general structural equation 
models. Sociological Methods & Research, 17(3), 303-316. 
Bolton, R. N., & Drew, J. H. (1991). A multistage model of customers' assessments of 
service quality and value. Journal of consumer research, 17(4), 375-384. 
Boone, L. E., & Kurtz, D. L. (2013). Contemporary marketing. Cengage learning. 
Boonlertvanich, K. (2019). Service quality, satisfaction, trust, and loyalty: the 
moderating role of main bank and wealth status, International Journal of Bank 
Marketing, 37(1), 278-302. 
Bowen, D. E. (1990). Interdisciplinary study of service: Some progress, some 
prospects. Journal of Business Research, 20(1), 71-79. 
Brace, I. (2018). Questionnaire design: How to plan, structure and write survey 
material for effective market research. Kogan Page Publishers. 
Bradford, B., Jackson, J., & Stanko, E. A. (2009). Contact and confidence: Revisiting 
the impact of public encounters with the police. Policing & society, 19(1), 20-
46. 
Brady, M. K., & Cronin Jr, J. J. (2001). Some new thoughts on conceptualizing 




Bravo, R., Martinez, E., & Pina, J. M. (2019). Effects of service experience on customer 
responses to a hotel chain. International Journal of Contemporary Hospitality 
Management, 31(1), 389-405. 
Briscoe, S. (2009). ―The new marketing imperative,‖. Rural Telecommunication, 
28(3), 14. 
Brochado, A., Rita, P., Oliveira, C., & Oliveira, F. (2019). Airline passengers’ 
perceptions of service quality: themes in online reviews. International Journal 
of Contemporary Hospitality Management, 31(2), 855-873. 
Brown, S., & Gulycz, M. (2006). Performance driven CRM: How to make your 
customer relationship management vision a reality. John Wiley & Sons. 
Brun, A., & Karaosman, H. (2019). Customer influence on supply chain management 
strategies. Business Process Management Journal, 25(2), 288-306. 
Business Recorder. (2017). Airline rankings: PIA near the bottom. Retrieved on 
January, 2018. https://www.brecorder.com/2017/07/07/357847/airline-
rankings-pia-near-the-bottom/ 
Byambaa, B., & Chang, K. (2012). The influence of factors of online purchase on 
customer satisfaction in Mongolian Airlines. International Proceedings of 
Economics Development and Research, 57(15), 80-85. 
Calantone, R. J., Cavusgil, S. T., & Zhao, Y. (2002). Learning orientation, firm 
innovation capability, and firm performance. Industrial marketing management, 
31(6), 515-524. 
Callaghan, W., Wilson, B., Ringle, C. M., & Henseler, J. (2007). Exploring causal path 
directionality for a marketing model using Cohen’s path method. 
172 
 
Cambra-Fierro, J., Melero-Polo, I., & Sese, J. (2015). Does the nature of the 
relationship really matter? An analysis of the roles of loyalty and involvement 
in service recovery processes. Service Business, 9(2), 297-320. 
Cameran, M., Moizer, P., & Pettinicchio, A. (2010). Customer satisfaction, corporate 
image, and service quality in professional services. The Service Industries 
Journal, 30(3), 421-435. 
Camparo, J., & Camparo, L. B. (2013). The analysis of Likert scales using state 
multipoles: An application of quantum methods to behavioral sciences data. 
Journal of Educational and Behavioral Statistics, 38(1), 81-101. 
Carman, J. M. (1990). Consumer perceptions of service quality: an assessment of T. 
Journal of retailing, 66(1), 33. 
Caruana, A. (2002). Service loyalty: The effects of service quality and the mediating 
role of customer satisfaction. European journal of marketing, 36(7/8), 811-828. 
Carvajal, S. A., Ruzzi, A. L., Nogales, Á. F., & Moreno, V. M. (2011). The impact of 
personalization and complaint handling on customer loyalty. African Journal of 
Business Management, 5(34), 13187-13196. 
Casielles, R. V., Álvarez, L. S., & Martín, A. M. D. (2005). Trust as a key factor in 
successful relationships between consumers and retail service providers. The 
Service Industries Journal, 25(1), 83-101. 
Castañeda, J. A. (2011). Relationship between customer satisfaction and loyalty on the 
internet. Journal of Business and Psychology, 26(3), 371-383. 
Cavana, R. Y., Delahaye, B. L., & Sekaran, U. (2001). Applied business research: 
Qualitative and quantitative methods. John Wiley & Sons Inc. 
173 
 
ÇETİNSÖZ, B. C. (2019). Influence of Physical Environment on Customer Satisfaction 
and Loyalty in Upscale Restaurants. Journal of Tourism and Gastronomy 
Studies, 700, 716. 
Chan, N. L., & Guillet, B. D. (2011). Investigation of social media marketing: how does 
the hotel industry in Hong Kong perform in marketing on social media 
websites?. Journal of Travel & Tourism Marketing, 28(4), 345-368. 
Chang, Y. H., & Yeh, C. H. (2002). A survey analysis of service quality for domestic 
airlines. European journal of operational research, 139(1), 166-177. 
Che-Hui, L., Wen, M. J., & Chung-Cheng, W. (2011). Investigating the relationships 
among e-service quality, perceived value, satisfaction, and behavioral intentions 
in Taiwanese online shopping. Asia Pacific Management Review, 16(3), 211-
223. 
Chen, F. Y., & Chang, Y. H. (2005). Examining airline service quality from a process 
perspective. Journal of Air Transport Management, 11(2), 79-87. 
Cheng, J. H., Chen, F. Y., & Chang, Y. H. (2008). Airline relationship quality: An 
examination of Taiwanese passengers. Tourism management, 29(3), 487-499. 
Cheon, Y. S. (2016). A Study on the relationship among physical environment of 
festivals, perceived value, participation satisfaction, and festival 
image. International review of management and marketing, 6(5S). 
Chien, L., & Chi, S. (2019). Corporate image as a mediator between service quality and 




Chin, W. W. (1998). The partial least squares approach to structural equation modeling. 
Modern methods for business research, 295(2), 295-336. 
Chin, W. W. (2010). How to write up and report PLS analyses. In Handbook of partial 
least squares (pp. 655-690). Springer, Berlin, Heidelberg. 
Chin, W. W., Marcolin, B. L., & Newsted, P. R. (2003). A partial least squares latent 
variable modeling approach for measuring interaction effects: Results from a 
Monte Carlo simulation study and an electronic-mail emotion/adoption study. 
Information systems research, 14(2), 189-217. 
Chin, W. W., Peterson, R. A., & Brown, S. P. (2008). Structural equation modeling in 
marketing: Some practical reminders. Journal of marketing theory and practice, 
16(4), 287-298. 
Chinomona, R., & Sandada, M. (2013). Customer satisfaction, trust and loyalty as 
predictors of customer intention to re-purchase South African retailing industry. 
Mediterranean Journal of Social Sciences, 4(14), 437. 
Chiou, J. S., & Droge, C. (2006). Service quality, trust, specific asset investment, and 
expertise: Direct and indirect effects in a satisfaction-loyalty framework. 
Journal of the academy of marketing science, 34(4), 613-627. 
Choi, E. K., Wilson, A., & Fowler, D. (2013). Exploring customer experiential 
components and the conceptual framework of customer experience, customer 
satisfaction, and actual behavior. Journal of foodservice business research, 
16(4), 347-358. 
Chow, C. K. W. (2014). Customer satisfaction and service quality in the Chinese airline 
industry. Journal of air transport management, 35, 102-107. 
175 
 
Clark, G. L., Kaminski, P. F., & Rink, D. R. (1992). Consumer complaints: Advice on 
how companies should respond based on an empirical study. Journal of 
Consumer Marketing, 9(3), 5-14. 
Clemes, M. D., Gan, C., Kao, T. H., & Choong, M. (2008). An empirical analysis of 
customer satisfaction in international air travel. Innovative Marketing, 4(2), 50-
62. 
Coakes, S. J. (2013). SPSS Version 20.0 for Windows: Analysis without Anguish. 
Milton, QLD: John Wiley and Sons Australia 
Cohen, J. (1988). Statistical power analysis for the social sciences. 
Conway, J. M., & Lance, C. E. (2010). What reviewers should expect from authors 
regarding common method bias in organizational research. Journal of Business 
and Psychology, 25(3), 325-334. 
Cook, K. S., & Emerson, R. M. (1978). Power, equity and commitment in exchange 
networks. American sociological review, 721-739. 
Cooper, C. R., & Schindler, P. S. (2006). Marketing Research (p. 261). New York: 
McGraw-Hill. 
Cooper, D. R., Schindler, P. S., & Sun, J. (2006). Business research methods (Vol. 9). 
New York: McGraw-Hill Irwin. 
Coplan, R. J., Coleman, B., & Rubin, K. H. (1998). Shyness and little boy blue: Iris 
pigmentation, gender, and social wariness in preschoolers. Developmental 
Psychobiology: The Journal of the International Society for Developmental 
Psychobiology, 32(1), 37-44. 
176 
 
Cristo, M., Saerang, D. P., & Worang, F. (2017). The influence of price, service quality, 
and physical environment on customer satisfaction. case study markobar cafe 
mando. Jurnal EMBA: Jurnal Riset Ekonomi, Manajemen, Bisnis Dan 
Akuntansi, 5(2). 
Cronin Jr, J. J., & Taylor, S. A. (1992). Measuring service quality: a reexamination and 
extension. Journal of marketing, 56(3), 55-68. 
Cronin Jr, J. J., & Taylor, S. A. (1994). SERVPERF versus SERVQUAL: reconciling 
performance-based and perceptions-minus-expectations measurement of 
service quality. Journal of marketing, 58(1), 125-131. 
Cuong, D. T., & Khoi, B. H. (2019). The Relationship between Service Quality, 
Satisfaction, Trust and Customer Loyalty A Study of Convenience Stores in 
Vietnam. Journal of Advanced Research in Dynamic and Control Systems, 11, 
327-333. 
Curras-Perez, R., & Sanchez-Garcia, I. (2016). Antecedents and consequences of 
consumer commitment in traditional and low-cost airlines. Journal of Travel & 
Tourism Marketing, 33(6), 899-911. 
Das, S. K. (2012). Customer relationship management in banking sector: a comparative 
study of SBI and other nationalized commercial banks in India. Journal of 
Economics and Management (APJEM) Vol, 1, 2278-0629. 
De Jager, J. W., & Dahari, Z. B. (2012). Selected Pre-Flight Expectations in the Air 
Transportation Industry-A comparison between South Africa and Malaysia. 
World Applied Sciences Journal, 20(8), 1123-1132. 
177 
 
De Meyer, C. F., & Mostert, P. G. (2011). The influence of passenger satisfaction on 
relationship formation in the South African domestic airline industry. South 
African Journal of Business Management, 42(4), 79-87. 
Deen, H. U. D. H. U., & Arshad, S. (2007). Challenges for the commercial airline 
industry in Pakistan. Market Forces, 2(4). 
Deng, Z., Lu, Y., Wei, K. K., & Zhang, J. (2010). Understanding customer satisfaction 
and loyalty: An empirical study of mobile instant messages in China. 
International journal of information management, 30(4), 289-300. 
Denscombe, M. (2014). The good research guide: for small-scale social research 
projects. McGraw-Hill Education (UK). 
Dillman, D. A. (1991). The design and administration of mail surveys. Annual review 
of sociology, 17(1), 225-249. 
Dinnen, R., & Hassanien, A. (2011). Handling customer complaints in the hospitality 
industry. International Journal of Customer Relationship Marketing and 
Management (IJCRMM), 2(1), 69-91. 
Dominici, G., & Guzzo, R. (2010). Customer satisfaction in the hotel industry: a case 
study from Sicily. International Journal of Marketing Studies, 2(2), 3-12. 
Doney, P. M., & Cannon, J. P. (1997). An examination of the nature of trust in buyer–
seller relationships. Journal of marketing, 61(2), 35-51. 
Dovalienė, A., Gadeikienė, A., & Piligrimienė, Ž. (2007). Customer satisfaction and its 
importance for long-term relationships with service provider: the case of 
odontology services. Inžinerinė ekonomika, (5), 59-67. 
178 
 
Duarte, P. A. O., & Raposo, M. L. B. (2010). A PLS model to study brand preference: 
An application to the mobile phone market. In Handbook of partial least 
squares (pp. 449-485). Springer, Berlin, Heidelberg. 
Dzierzak, L. (2008). Clicking With Consumers. SGB, 41 (9), 20-22. 
Ebert, T. (2007). Interdisciplinary Trust Meta-Analysis. Analysis of High Rank Trust 
Articles between 1966 and 2006 (No. 2007-01). Discussion Papers in Business 
Administration. 
Ehiobuche, C., & Khan, F. (2012). Customer Loyalty Paradigms. Franklin Business & 
Law Journal, 2012(2). 
Einwiller, S. A., & Steilen, S. (2015). Handling complaints on social network sites–An 
analysis of complaints and complaint responses on Facebook and Twitter pages 
of large US companies. Public Relations Review, 41(2), 195-204. 
El-deen, R. M. B., Hasan, S. B., & Fawzy, N. M. (2016). The effect of airport and in-
flight service quality on customer satisfaction. International Journal of 
Heritage, Tourism, and Hospitality, 10(1/2). 
Elkhani, N., & Bakri, A. (2012). Review on “expectancy disconfirmation theory”(EDT) 
Model in B2C E-Commerce. Journal of information systems research and 
innovation, 2(12), 95-102. 
Emerson, R. M. (1976). Social exchange theory. Annual review of sociology, 2(1), 335-
362. 
Enders, C. K. (2010). Applied missing data analysis. Guilford press. 
179 
 
Ene, S., & Özkaya, B. (2014). A study on corporate image, customer satisfaction and 
brand loyalty in the context of retail stores. Asian Social Science, 10(14), 52-
66. 
F. Hair Jr, J., Sarstedt, M., Hopkins, L., & G. Kuppelwieser, V. (2014). Partial least 
squares structural equation modeling (PLS-SEM) An emerging tool in business 
research. European Business Review, 26(2), 106-121. 
Fagbemi, A. O., & Olowokudejo, F. F. (2011). A comparison of the customer 
relationship management strategies of Nigerian banks and insurance companies. 
International Journal of Management and Business Research, 1(3), 161-170. 
Fan, L., Mahmood, M., & Uddin, M. A. (2019). Supportive Chinese supervisor, 
innovative international students: A social exchange theory perspective. Asia 
Pacific Education Review, 20(1), 101-115. 
Fang, Y. H., Chiu, C. M., & Wang, E. T. (2011). Understanding customers' satisfaction 
and repurchase intentions: An integration of IS success model, trust, and justice. 
Internet Research, 21(4), 479-503. 
Fararah, F. S., & Al-Swidi, A. K. (2013). The role of the perceived benefits on the 
relationship between service quality and customer satisfaction: a study on the 
Islamic microfinance and SMEs in Yemen using PLS approach. Asian Social 
Science, 9(10), 18. 
Farooq, M., Muhammad, S., Raju, V., Kalimuthu, K. R., & Qadir, A. (2019). Measuring 
and comparing the desired and actual service quality of Pakistan international 
airline. The Journal of Social Sciences Research, 5(2), 484-490. 
180 
 
Farooq, M. S., Salam, M., Fayolle, A., Jaafar, N., & Ayupp, K. (2018). Impact of 
service quality on customer satisfaction in Malaysia airlines: A PLS-SEM 
approach. Journal of Air Transport Management, 67, 169-180. 
Farouk, S., Abu Elanain, H. M., Obeidat, S. M., & Al-Nahyan, M. (2016). HRM 
practices and organizational performance in the UAE banking sector: The 
mediating role of organizational innovation. International Journal of 
Productivity and Performance Management, 65(6), 773-791. 
Faul, F., Erdfelder, E., Lang, A. G., & Buchner, A. (2007). G* Power 3: A flexible 
statistical power analysis program for the social, behavioral, and biomedical 
sciences. Behavior research methods, 39(2), 175-191. 
Ference, T. P., Stoner, J. A., & Warren, E. K. (1977). Managing the career 
plateau. Academy of Management review, 2(4), 602-612. 
Flavián, C., Guinaliu, M., & Torres, E. (2005). The influence of corporate image on 
consumer trust: A comparative analysis in traditional versus internet banking. 
Internet Research, 15(4), 447-470. 
Flint, D. J., Blocker, C. P., & Boutin Jr, P. J. (2011). Customer value anticipation, 
customer satisfaction and loyalty: An empirical examination. Industrial 
marketing management, 40(2), 219-230. 
Ford, J. B., Paparoidamis, N., & Chumpitaz, R. (2015). Service quality, customer 
satisfaction, value and loyalty: An empirical investigation of the airline services 





Forgas, S., Palau, R., Sánchez, J., & Huertas-García, R. (2012). Online drivers and 
offline  
influences related to loyalty to airline websites. Journal of Air Transport Management, 
18(1), 43-46. 
Fornell, C. (1992). A national customer satisfaction barometer: The Swedish 
experience. Journal of marketing, 56(1), 6-21. 
Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models with 
unobservable variables and measurement error. Journal of marketing research, 
18(1), 39-50. 
Fraenkel, J. R., Wallen, N. E., & Hyun, H. H. (2011). How to design and evaluate 
research in education. New York: McGraw-Hill Humanities/Social 
Sciences/Languages. 
Francis, J., Eccles, M. P., Johnston, M., Walker, A. E., Grimshaw, J. M., Foy, R., ... & 
Bonetti, D. (2004). Constructing questionnaires based on the theory of planned 
behaviour: A manual for health services researchers. 
Gagić, S., Tešanović, D., & Jovičić, A. (2013). The vital components of restaurant 
quality that affect guest satisfaction. Turizam, 17(4), 166-176. 
Gall, M. D., Gall, J. P., & Borg, W. R. (2007). An Introduction to Educational Design 
Research. East, 129. 
Ganguli, S. (2008). Drivers of Customer Satisfaction in the Indian Cellular Services 
Market. ICFAI Journal of Management Research, 7(6), 51-69. 
Gani, A., & Clemes, M. D. (2010). Services and economic growth in Pacific Island 
countries. International Journal of Development Issues, 9(2), 113-130. 
182 
 
Gani, A., & Clemes, M. D. (2013). Modeling the effect of the domestic business 
environment on services trade. Economic Modelling, 35, 297-304. 
Garbarino, E., & Johnson, M. S. (1999). The different roles of satisfaction, trust, and 
commitment in customer relationships. Journal of marketing, 63(2), 70-87. 
Gattiker, UE, &Larwood, L. 1990. Predictors for career achievement in the corporate 
hierarchy. Human relations, 43, 703-726. 
Gee, R., Coates, G., & Nicholson, M. (2008). Understanding and profitably managing 
customer loyalty. Marketing Intelligence & Planning, 26(4), 359-374. 
Gefen, D., Straub, D., & Boudreau, M. C. (2000). Structural equation modeling and 
regression: Guidelines for research practice. Communications of the association 
for information systems, 4(1), 7. 
Gelbrich, K., & Roschk, H. (2011). A meta-analysis of organizational complaint 
handling and customer responses. Journal of Service Research, 14(1), 24-43. 
Ghauri, P. N., & Grønhaug, K. (2005). Research methods in business studies: A 
practical guide. Pearson Education. 
Giovanis, A., Athanasopoulou, P., & Tsoukatos, E. (2016). The role of corporate image 
and switching barriers in the service evaluation process: Evidence from the 
mobile telecommunications industry. EuroMed Journal of Business, 11(1), 132-
158. 
Giovanis, A. N., Zondiros, D., & Tomaras, P. (2014). The antecedents of customer 
loyalty for broadband services: The role of service quality, emotional 




González, A.G. (2015). Service quality and repurchase behaviour in the Spanish 
automotive after sales business. Journal of Relationship Marketing, 14(3), 239-
267. 
González, M. E. A., Comesaña, L. R., & Brea, J. A. F. (2007). Assessing tourist 
behavioral intentions through perceived service quality and customer 
satisfaction. Journal of business research, 60(2), 153-160. 
Götz, O., Liehr-Gobbers, K., & Krafft, M. (2010). Evaluation of structural equation 
models using the partial least squares (PLS) approach. In Handbook of partial 
least squares (pp. 691-711). Springer, Berlin, Heidelberg. 
Gouldner, A. W. (1960). The norm of reciprocity: A preliminary statement. American 
sociological review, 161-178. 
Gu, B., & Ye, Q. (2014). First step in social media: Measuring the influence of online 
management responses on customer satisfaction. Production and Operations 
Management, 23(4), 570-582. 
Gudmundsson, S. V., de Boer, E. R., & Lechner, C. (2002). Integrating frequent flyer 
programs in multilateral airline alliances. Journal of Air Transport 
Management, 8(6), 409-417. 
Gures, N., Arslan, S., & Tun, S. Y. (2014). Customer expectation, satisfaction and 
loyalty relationship in Turkish airline industry. International Journal of 
Marketing Studies, 6(1), 66-74. 
Gursoy, D., Chen, M. H., & Kim, H. J. (2005). The US airlines relative positioning 
based on attributes of service quality. Tourism management, 26(1), 57-67. 
184 
 
Haery, F. A., & Badiezadeh, M. (2014). Studying the effect of food quality dimensions 
(physical environment, food and services) on mental image of the restaurant and 
customers' satisfaction and intentions based on Kisang's model. International 
Journal of Academic Research in Business and Social Sciences, 4(7), 415-424. 
Haghighi, M., Dorosti, A., Rahnama, A., & Hoseinpour, A. (2012). Evaluation of 
factors affecting customer loyalty in the restaurant industry. African Journal of 
Business Management, 6(14), 5039-5046. 
Haider, M. U., Jan, F. A., Jan, M. F., & Jan, M. F. (2010). Factors effecting brand 
preferences: A comparative study of McDonald’s and KFC. Abasyn Journal of 
Social Sciences, 5(2), 28-42. 
Hair, J. F., Black, W. C., Babin, B. J., Anderson, R. E., & Tatham, R. L. (2006). 
Multivariate data analysis 6th Edition. Pearson Prentice Hall. New Jersey. 
humans: Critique and reformulation. Journal of Abnormal Psychology, 87, 49-
74. 
Hair Jr, J. F., Black, W. C., Babin, B. J., Anderson, R. E., & Tatham, R. L. (2010). 
SEM: An introduction. Multivariate data analysis: A global perspective, 629-
686. 
Hair, J. F., Hult, G. T. M., & Ringle, C. M. M. Sarstedt. 2014. A primer on partial least 
squares structural equation modelling (PLS-SEM). 
Hair, J. F., Money, A. H., Samouel, P., & Page, M. (2007). Research Methods for 
Business, edited by John Wiley & Sons Chichester. 
Hair, J. F., Ringle, C. M., & Sarstedt, M. (2011). PLS-SEM: Indeed a silver bullet. 
Journal of Marketing theory and Practice, 19(2), 139-152. 
185 
 
Hair, J. F., Ringle, C. M., & Sarstedt, M. (2012). Partial least squares: the better 
approach to structural equation modeling?. Long Range Planning, 45(5-6), 312-
319. 
Hair, J. F., Ringle, C. M., & Sarstedt, M. (2013). Partial least squares structural equation 
modeling: Rigorous applications, better results and higher acceptance. Long 
range planning, 46(1-2), 1-12. 
Hair, J. F., & Sarstedt, M. (2014). Innovative and established research methods in 
family business: Description, illustration and application guidelines. 
Hair, J. F., Sarstedt, M., Ringle, C. M., & Mena, J. A. (2012). An assessment of the use 
of partial least squares structural equation modeling in marketing research. 
Journal of the academy of marketing science, 40(3), 414-433. 
Hair Jr, J. F., Hult, G. T. M., Ringle, C., & Sarstedt, M. (2016). A primer on partial 
least squares structural equation modeling (PLS-SEM). Sage publications. 
Han, H., Eom, T., Chung, H., Lee, S., Ryu, H. B., & Kim, W. (2019). Passenger 
repurchase behaviours in the green cruise line context: Exploring the role of 
quality, image, and physical environment. Sustainability, 11(7), 1985. 
Hanaysha, J. (2016). Testing the effects of food quality, price fairness, and physical 
environment on customer satisfaction in fast food restaurant industry. Journal 
of Asian Business Strategy, 6(2), 31-40. 
Hanlon,P.(2000). Global Airlines(2nd Edition).Oxford: Butterworth-Heinemann. 
Hanna, R., Rohm, A., & Crittenden, V. L. (2011). We’re all connected: The power of 
the social media ecosystem. Business horizons, 54(3), 265-273. 
186 
 
Hapsari, R., Clemes, M. D., & Dean, D. (2017). The impact of service quality, customer 
engagement and selected marketing constructs on airline passenger loyalty. 
International Journal of Quality and Service Sciences, 9(1), 21-40. 
Hart, A. E., & Rosenberger III, P. J. (2004). The effect of corporate image in the 
formation of customer loyalty: An Australian replication. Australasian 
Marketing Journal (AMJ), 12(3), 88-96. 
Haryono, S., Suharyono, A. F. D., & Suyadi, I. (2015). The effects of service quality 
on customer satisfaction, customer delight, Trust, Repurchase Intention, and 
Word of Mouth. European Journal of Business Management, 7(12), 36-48. 
Hassan, S., & Shamsudin, M. F. M. F. (2019). Measuring the effect of service quality 
and corporate image on student satisfaction and loyalty in higher learning 
institutes of technical and vocational education and training. International 
Journal of Engineering and Advanced Technology, 8(5), 533-538. 
Hawkins, D. I., Mothersbaugh, D. L., & Best, R. J. (1998). Consumer Behavior: 
Building Marketing Strategy 10/e. McGraw-Hill. 
Hayes, A. F. (2009). Beyond Baron and Kenny: Statistical mediation analysis in the 
new millennium. Communication monographs, 76(4), 408-420. 
Hayes, A. F., & Preacher, K. J. (2010). Quantifying and testing indirect effects in simple 
mediation models when the constituent paths are nonlinear. Multivariate 
behavioral research, 45(4), 627-660. 
Helm, S., Eggert, A., & Garnefeld, I. (2010). Modeling the impact of corporate 
reputation on customer satisfaction and loyalty using partial least squares. In 
Handbook of partial least squares (pp. 515-534). Springer, Berlin, Heidelberg. 
187 
 
Henseler, J. (2017). Partial least squares path modeling. In Advanced methods for 
modeling markets (pp. 361-381). Springer, Cham. 
Henseler, J., Dijkstra, T. K., Sarstedt, M., Ringle, C. M., Diamantopoulos, A., Straub, 
D. W., ... & Calantone, R. J. (2014). Common beliefs and reality about PLS: 
Comments on Rönkkö and Evermann (2013). Organizational research 
methods, 17(2), 182-209. 
Henseler, J., Ringle, C. M., & Sarstedt, M. (2015). A new criterion for assessing 
discriminant validity in variance-based structural equation modeling. Journal of 
the academy of marketing science, 43(1), 115-135. 
Henseler, J., Ringle, C. M., & Sinkovics, R. R. (2009). The use of partial least squares 
path modeling in international marketing. In New challenges to international 
marketing (pp. 277-319). Emerald Group Publishing Limited. 
Henseler, J., & Sarstedt, M. (2013). Goodness-of-fit indices for partial least squares 
path modeling. Computational Statistics, 28(2), 565-580. 
Herhausen, D., Kleinlercher, K., Verhoef, P. C., Emrich, O., & Rudolph, T. (2019). 
Loyalty Formation for Different Customer Journey Segments. Journal of 
Retailing, 95(3), 9–29.  
Homans, G. C. (1958). Social behavior as exchange. American journal of sociology, 
63(6), 597-606. 
Homans, G. C. (1961). 1961 Social behavior: Its elementary forms. London, Routledge 
and Kegan Paul. 
Honaker, J., King, G., & Blackwell, M. (2011). Amelia II: A program for missing data. 
Journal of statistical software, 45(7), 1-47. 
188 
 
Yim, F.H., Anderson, R.E., Swaminathan, S. (2005), Customer Relationship 
Management: Its Dimensions and Effect on Customer Outcomes. Journal of 
Personal Selling and Sales Management, 24(4), 265–280. 
Hooi Ting, D. (2004). Service quality and satisfaction perceptions: curvilinear and 
interaction effect. International Journal of Bank Marketing, 22(6), 407-420. 
Hoq, M. Z., & Amin, M. (2009). The role of customer satisfaction to enhance customer 
loyalty. Eurasian journal of Business and Economics, 2(4), 139-154. 
Hoyle, R. H. (1995). Structural equation modeling: Concepts, issues, and applications. 
Sage. 
Hu, H. H., Kandampully, J., & Juwaheer, T. D. (2009). Relationships and impacts of 
service quality, perceived value, customer satisfaction, and image: an empirical 
study. The service industries journal, 29(2), 111-125. 
Hu, K. C., & Huang, M. C. (2011). Effects of service quality, innovation and corporate 
image on customer’s satisfaction and loyalty of air cargo terminal. International 
Journal of Operations Research, 8(4), 36-47. 
Huang, Y. K. (2010). The Effect of Airline Service Quality on Passengers' Behavioural 
Intentions Using SERVQUAL Scores. Journal of the Eastern Asia Society for 
Transportation Studies, 8, 2330-2343. 
Huang, W. H. (2008). The impact of other-customer failure on service satisfaction. 
International Journal of Service Industry Management, 19(4), 521-536. 
Hudson, S., & Thal, K. (2013). The impact of social media on the consumer decision 
process: Implications for tourism marketing. Journal of Travel & Tourism 
Marketing, 30(1-2), 156-160. 
189 
 
Hui, M. K., Ho, C. K., & Wan, L. C. (2011). Prior relationships and consumer responses 
to service failures: A cross-cultural study. Journal of International Marketing, 
19(1), 59-81. 
Hulley, S.B., Cummings,S. R., Browner, W. S., Grady, D. G., Newman, T. B. (2007). 
Designing Clinical Research. Optometry Vision Science (78). 
Hume, M., & Sullivan Mort, G. (2010). The consequence of appraisal emotion, service 
quality, perceived value and customer satisfaction on repurchase intent in the 
performing arts. Journal of Services Marketing, 24(2), 170-182. 
Hunter, J. A. (2007). A correlational study of how airline customer service and 
consumer perception of airline customer service affect the air rage phenomenon. 
Hussain, K., & Ekiz, H. E. (2007). Perceptions of service quality in North Cyprus 
National Airline: a path analysis approach. Estudios y Perspectivas en Turismo. 
Hussain, K., Jing, F. & Parveen, K. (2018). How do foreigners perceive? Exploring 
foreign diners’ satisfaction with service quality of Chinese restaurants. Asia 
Pacific Journal of Tourism Research, 23(6), 613-625. 
Hussain, R. (2016). The mediating role of customer satisfaction: evidence from the 
airline industry. Asia Pacific Journal of Marketing and Logistics, 28(2), 234-
255. 
Hussain, R., Al Nasser, A., & Hussain, Y. K. (2015). Service quality and customer 
satisfaction of a UAE-based airline: An empirical investigation. Journal of Air 
Transport Management, 42, 167-175. 
190 
 
Hwang, H., Malhotra, N. K., Kim, Y., Tomiuk, M. A., & Hong, S. (2010). A 
comparative study on parameter recovery of three approaches to structural 
equation modeling. Journal of Marketing Research, 47(4), 699-712. 
Hwang, J., Chung, J. E., & Jin, B. (2013). Culture matters: The role of long-term 
orientation and market orientation in buyer-supplier relationships in a 
Confucian culture. Asia Pacific Journal of Marketing and Logistics, 25(5), 721-
744. 




IATA. (2017). Economic performance of the airline industry (outlook report). 
Retrieved on 19 
October2017http://www.iata.org/whatwedo/Documents/economics/IATAEconomi
c-Performance-of-the-Industry-end-year-2016-report.pdf. 
Ibojo, B. O. (2015). Impact of Customer Satisfaction on Customer Retention: A Case 
Study of a Reputable Bank in Oyo, Oyo State. Nigeria. International Journal of 
Managerial Studies and Research (IJMSR), 3(2), 42-53. 
Iqbal, M. S., Hassan, M. U., Sharif, S., & Habibah, U. (2017). Interrelationship among 
corporate image, service quality, customer satisfaction, and customer loyalty: 
Testing the moderating impact of complaint handling. International Journal of 
Academic Research in Business and Social Sciences, 7(11), 667-688. 
191 
 
Iriqat, R. A., & Daqar, M. A. A. (2017). The Impact of customer relationship 
management on long-term customers’ loyalty in the Palestinian banking 
industry. International Business Research, 10(11), 139. 
Ismail, N. A. B., & Hussin, H. B. (2016, November). The effect of E-CRM features on 
customers satisfaction for airline e-ticket services in Malaysia. In 2016 6th 
International Conference on Information and Communication Technology for 
The Muslim World (ICT4M), 336-343. 
Istanbulluoglu, D. (2017). Complaint handling on social media: The impact of multiple 
response times on consumer satisfaction. Computers in Human Behavior, 74, 
72-82. 
Izogo, E. E., & Ogba, I. E. (2015). Service quality, customer satisfaction and loyalty in 
automobile repair services sector. International Journal of Quality & Reliability 
Management, 32(3), 250-269. 
Jacka, J. M., & Keller, P. J. (2013). Business process mapping: Improving customer 
satisfaction. Hoboken, N.J: Wiley 
Jahanshahi, A. A., Gashti, M. A. H., Mirdamadi, S. A., Nawaser, K., & Khaksar, S. M. 
S. (2011). Study the effects of customer service and product quality on customer 
satisfaction and loyalty. International Journal of Humanities and Social 
Science, 1(7), 253-260. 
Jahmani, A. (2017). The Effect of Riyal Jordanian Airlines Services. International 
Journal of Business and Society, 18(3), 519-530. 
192 
 
Jang, S., Liu, Y., & Namkung, Y. (2011). Effects of authentic atmospherics in ethnic 
restaurants: investigating Chinese restaurants. International Journal of 
Contemporary Hospitality Management, 23(5), 662-680. 
Jani, D., & Han, H. (2014). Testing the moderation effect of hotel ambience on the 
relationships among social comparison, affect, satisfaction, and behavioral 
intentions. Journal of Travel & Tourism Marketing, 31(6), 731-746. 
JCR-VIS SECTOR UPDATE. (2016) retrieved on januaury 20 2017 
http://jcrvis.com.pk/docs/Aviation201608.pdf 
Jeon, S., & Kim, M. S. (2012). The effect of the servicescape on customers’ behavioral 
intentions in an international airport service environment. Service Business, 
6(3), 279-295. 
Jeong, Y., & Lee, Y. (2010). A study on the customer satisfaction and customer loyalty 
of furniture purchaser in on-line shop. Asian Journal on Quality, 11(2), 146-
156. 
Jiang, H., & Zhang, Y. (2016). An investigation of service quality, customer satisfaction 
and loyalty in China's airline market. Journal of air transport management, 57, 
80-88. 
Jo Hatch, M., & Schultz, M. (2003). Bringing the corporation into corporate branding. 
European Journal of marketing, 37(7/8), 1041-1064. 
Johan, M. R. M., Annuar, N., Joseph, J. S., & Kumar, S. K. (2020). Satisfaction 
Determinants of Airlines Industry in Malaysia. Jurnal Intelek, 15(2), 87-100. 
Johan, M. R. M., Noor, N. A. Z. M., Bahar, N., Yan, L. M., & Ping, L. H. (2014). 
Factors Affecting Customer Loyalty towards Airlines Industry in Malaysia: An 
193 
 
Exploratory Analysis. Interdisciplinary Journal of Contemporary Research in 
Business, 6(6), 12-23. 
Johnson, M. D., & Fornell, C. (1991). A framework for comparing customer 
satisfaction across individuals and product categories. Journal of economic 
psychology, 12(2), 267-286. 
Juan, L. U., & Yan, L. U. (2009). Dimensions and influencing factors of customer 
loyalty in the intermittent service industry. Frontiers of Business Research in 
China, 3(1), 63-78. 
Kandampully, J., & Suhartanto, D. (2000). Customer loyalty in the hotel industry: the 
role of customer satisfaction and image. International journal of contemporary 
hospitality management, 12(6), 346-351. 
Kant, R., Jaiswal, D., & Mishra, S. (2017). The investigation of service quality 
dimensions, customer satisfaction and corporate image in Indian public sector 
banks: An application of Structural Equation Model (SEM). Vision, 21(1), 76-
85. 
Karim, F. (2012). Customer satisfaction and awareness of Islamic banking products and 
services in Pakistan. Interdisciplinary Journal of contemporary research in 
Business, 4(4), 384-401. 
Kassim, N. M., & Abdullah, N. A. (2008). Customer loyalty in e‐commerce settings: 
an empirical study. Electronic Markets, 18(3), 275-290. 
Kennedy, M. S., Ferrell, L. K., & LeClair, D. T. (2001). Consumers' trust of salesperson 




Kent, M. L., Taylor, M., & White, W. J. (2003). The relationship between Web site 
design and organizational responsiveness to stakeholders. Public relations 
review, 29(1), 63-77. 
Keyton, J. (2015). Outcomes and the criterion problem in communication competence 
research. Communication competence, 585-604. 
Khalafinezhad, R., & Long, C. S. (2013). Customer satisfaction and loyalty: A review 
in the perspective of CRM. Sains Humanika, 64(2). 
Khan, B., & Rizwan, M. (2014). Factors contributing to customer loyalty in commercial 
banking. International Journal of Accounting and Financial Reporting, 4(2), 
413. 
Khan, U., & Khan, N. (2014). Customer satisfaction in airline industry. International 
Proceedings of Economics Development and Research, 76, 63. 
Khudhair, H. Y., Jusoh, A., Mardani, A., & Nor, K. M. (2019). Quality Seekers as 
Moderating Effects between Service Quality and Customer Satisfaction in 
Airline Industry. International Review of Management and Marketing, 9(4), 74. 
Kim, D. J., Ferrin, D. L., & Rao, H. R. (2009). Trust and satisfaction, two stepping 
stones for successful e-commerce relationships: A longitudinal exploration. 
Information systems research, 20(2), 237-257. 
Kim, S. H., Kim, Y. I., & Oh, J. K. (2012). Market segmentation based on the 
motivation of marine tourism and the effect of marine tour activities on tour 
satisfaction and image-Focused on Busan area. Korean Journal of Tourism 
Research, 27(1), 17-36. 
195 
 
Kim, W. G., Han, J. S., & Lee, E. (2001). Effects of relationship marketing on repeat 
purchase and word of mouth. Journal of Hospitality & Tourism Research, 25(3), 
272-288. 
Kim, W. G., & Park, S. A. (2017). Social media review rating versus traditional 
customer satisfaction: which one has more incremental predictive power in 
explaining hotel performance?. International Journal of Contemporary 
Hospitality Management, 29(2), 784-802. 
Kim, Y. K., & Lee, H. R. (2009). Passenger complaints under irregular airline 
conditions–cross-cultural study. Journal of Air Transport Management, 15(6), 
350-353. 
Kissel, P., & Büttgen, M. (2015). Using social media to communicate employer brand 
identity: The impact on corporate image and employer attractiveness. Journal 
of Brand Management, 22(9), 755-777. 
Kocoglu, D., & Kirmaci, S. (2012). Customer relationship management and customer 
loyalty; a survey in the sector of banking. International Journal of Business and 
Social Science, 3(3), 282-291. 
Koch, S., & Tritscher, F. (2017). Social media in the airline industry: acceptance of 
social seating. Journal of Hospitality and Tourism Technology, 8(2), 256-279. 
Koivumäki, T., Ristola, A., & Kesti, M. (2008). The effects of information quality of 
mobile information services on user satisfaction and service acceptance–




Kok Wei, K., & Nair, M. (2006). The effects of customer service management on 
business performance in Malaysian banking industry: an empirical analysis. 
Asia Pacific Journal of Marketing and Logistics, 18(2), 111-128. 
Koklic, M. K., Kukar-Kinney, M., & Vegelj, S. (2017). An investigation of customer 
satisfaction with low-cost and full-service airline companies. Journal of 
Business Research, 80, 188-196. 
Kosgei, A. K. (2014).Customer relationship Management Practices in the Hotel 
Industry in Kenya. MBA.University of Nairobi. 
Kotler, P., & Armstrong, G. (2004). Principles of marketing (Vol. 10): Upper Saddle 
River NJ Prentice Hall. 
Kotler, P. & Keller, K.L. (2012). Marketing Management, Prentice Hall, Boston, MA. 
Krejcie, R. V., & Morgan, D. W. (1970). Determining sample size for research 
activities. Educational and psychological measurement, 30(3), 607-610. 
Krishnamoorthy, V., Aishwaryadevi, A. S., & Bharathi, B. (2016). An examination of 
influence of higher education service quality on students’ satisfaction: an Indian 
perspective. Indira Management Review, 10(2), 95-102. 
Kumar, V., Batista, L., & Maull, R. (2011). The impact of operations performance on 
customer loyalty. Service Science, 3(2), 158-171. 
Kuo, C. W., & Tang, M. L. (2013). Relationships among service quality, corporate 
image, customer satisfaction, and behavioral intention for the elderly in high 
speed rail services. Journal of Advanced Transportation, 47(5), 512-525. 
197 
 
Kuo, Y. F., Wu, C. M., & Deng, W. J. (2009). The relationships among service quality, 
perceived value, customer satisfaction, and post-purchase intention in mobile 
value-added services. Computers in human behavior, 25(4), 887-896. 
Kutol, W. J., & Juma, D. (2016). Customer Relationship Management on Customer 
Satisfaction in Kenyan Multinational Companies: A Case Study of Laborex 
Kenya. The Strategic Journal of Business & Change Management, 3, 548. 
Kuvykaite, R., & Piligrimiene, Z. (2013). Communication in social media for 
company’s image formation. Economics and Management, 18(2), 305-317. 
Lainamngern, S., & Sawmong, S. (2019). How customer relationship management, 
perceived risk, perceived service quality, and passenger trust affect a full-
service airline’s passenger satisfaction. Journal of Business and Retail 
Management Research, 13(3). 
Lambert, D. M. (2010). Customer relationship management as a business process. 
Journal of Business & Industrial Marketing, 25(1), 4-17. 
Lambert, D. M., & Harrington, T. C. (1990). Measuring nonresponse bias in customer 
service mail surveys. Journal of Business Logistics, 11(2), 5. 
Laming, C., & Mason, K. (2014). Customer experience—An analysis of the concept 
and its performance in airline brands. Research in Transportation Business & 
Management, 10, 15-25. 
Larson, K., & Watson, R. (2011). The value of social media: toward measuring social 
media strategies. ICIS 2011 Proceedings. 10. 
198 
 
Lau, T. C., Kwek, C. L., & Tan, H. P. (2011). Airline e-ticketing service: How e-service 
quality and customer satisfaction impacted purchase intention. International 
business management, 5(4), 200-208. 
Law, M., Wong, Y. H., & Lau, T. (2005). The role of trust in customer relationship 
management: An example to financial services industry. Asia Pacific 
Management Review, 10(4). 
Lee, C., & Hur, Y. (2019). Service quality and complaint management influence fan 
satisfaction and team identification. Social Behavior and Personality: an 
international journal, 47(2), 1-15. 
Lee, G. J. (2011). Measuring business-to-business customer service: a structural re-
examination of the INDSERV scale. African Journal of Business Management, 
5(8), 3179-3187. 
Lee, S., & Jeong, M. (2012). Effects of e-servicescape on consumers' flow experiences. 
Journal of Hospitality and Tourism Technology, 3(1), 47-59. 
Leninkumar, V. (2017). The relationship between customer satisfaction and customer 
trust on customer loyalty. International Journal of Academic Research in 
Business and Social Sciences, 7(4), 450-465.  
Leong, L. Y., Hew, T. S., Lee, V. H., & Ooi, K. B. (2015). An SEM–artificial-neural-
network analysis of the relationships between SERVPERF, customer 
satisfaction and loyalty among low-cost and full-service airline. Expert Systems 
with Applications, 42(19), 6620-6634. 
Li, J., Zhu, A., Liu, D., Zhao, W., Zhou, Y., Chen, Y., ... & Sun, N. (2020). 
Sustainability of China’s Singles Day Shopping Festivals: Exploring the 
199 
 
Moderating Effect of Fairness Atmospherics on Consumers’ Continuance 
Participation. Sustainability, 12(7), 2644. 
Li, W., Yu, S., Pei, H., Zhao, C., & Tian, B. (2017). A hybrid approach based on fuzzy 
AHP and 2-tuple fuzzy linguistic method for evaluation in-flight service quality. 
Journal of Air Transport Management, 60, 49-64. 
Li, X., Clemes, M. D., & Gani, A. (2015). An empirical analysis of service sector 
growth in selected Asian countries. International Review of Business Research 
Papers, 11(2). 
Li-hua, Y. (2012). Customer satisfaction antecedents within service recovery context: 
Evidences from “Big 4” banks in China. Nankai Business Review International, 
3(3), 284-301. 
Liao, K. H. (2012). Service quality, and customer satisfaction: Direct and indirect 
effects in a B2B customer loyalty framework. Journal of global business 
management, 8(1), 86. 
Lin, L. Y., & Lu, C. Y. (2010). The influence of corporate image, relationship 
marketing, and trust on purchase intention: the moderating effects of word-of-
mouth. Tourism review, 65(3), 16-34. 
Lindgreen, A., Palmer, R., Vanhamme, J., & Wouters, J. (2006). A relationship-
management assessment tool: Questioning, identifying, and prioritizing critical 




Lindner, J. R., & Wingenbach, G. J. (2002). Communicating the handling of 
nonresponse error in Journal of Extension Research in Brief articles. Journal of 
Extension, 40(6), 1-5. 
Lioukas, C. S., & Reuer, J. J. (2015). Isolating trust outcomes from exchange 
relationships: Social exchange and learning benefits of prior ties in alliances. 
Academy of Management Journal, 58(6), 1826-1847. 
Liu, C. T., Guo, Y. M., & Lee, C. H. (2011). The effects of relationship quality and 
switching barriers on customer loyalty. International Journal of Information 
Management, 31(1), 71-79. 
Lloret Romero, N. (2011). ROI. Measuring the social media return on investment in a 
library. The Bottom Line, 24(2), 145-151. 
Long, C. S., Khalafinezhad, R., Ismail, W. K. W., & Rasid, S. Z. A. (2013). Impact of 
CRM factors on customer satisfaction and loyalty. Asian Social Science, 9(10), 
247. 
Lu, I. R., Kwan, E., Thomas, D. R., & Cedzynski, M. (2011). Two new methods for 
estimating structural equation models: An illustration and a comparison with 
two established methods. International Journal of Research in Marketing, 
28(3), 258-268. 
Maeng, H. K., & Park, J. W. (2015). A study on the effect of the physical environment 
in an airplane on customer loyalty. Journal of Airline and Airport Management, 
5(2), 81-100. 
Malhotra, N. & Birks, D. (2003). Marketing Research: An Applied Approach. New 
York: Pearson Education. 
201 
 
Malhotra, N. K., Peterson, M., & Kleiser, S. B. (1999). Marketing research: A state-of-
the-art review and directions for the twenty-first century. Journal of the 
academy of marketing science, 27(2), 160-183. 
Malik, M. E., Ghafoor, M. M., & Hafiz, K. I. (2012). Impact of Brand Image, Service 
Quality and price on customer satisfaction in Pakistan Telecommunication 
sector. International journal of business and social science, 3(23). 
Marinkovic, V., & Kalinic, Z. (2017). Antecedents of customer satisfaction in mobile 
commerce. Online Information Review. 
Marinković, V., Senić, V., & Scaron, S. (2012). Understanding antecedents of customer 
satisfaction and word-of-mouth communication: Evidence from hypermarket 
chains. African Journal of Business Management, 6(29), 8515-8524. 
Martenson, R. (2007). Corporate brand image, satisfaction and store loyalty: A study 
of the store as a brand, store brands and manufacturer brands. International 
Journal of Retail & Distribution Management, 35(7), 544-555.  
Martin, D., O'neill, M., Hubbard, S., & Palmer, A. (2008). The role of emotion in 
explaining consumer satisfaction and future behavioural intention. Journal of 
Services Marketing, 22(3), 224-236. 
Martín-Ruiz, D., Barroso-Castro, C., & Rosa-Díaz, I. M. (2012). Creating customer 
value through service experiences: an empirical study in the hotel industry. 
Tourism and Hospitality Management, 18(1), 37-53. 
Martey, E.M., & Frempong (2014). The impact of perceived service quality dimensions 
on customer satisfaction in airline industry in Ghana. International Journal of 
Research (IJR), 1(10), 359-374. 
202 
 
Masroujeh, W. F. T. (2009). Critical factors for customer satisfaction and delight in the 
palestinian pharmaceutical market. critical factors for customer satisfaction and 
delight in the palestinian pharmaceutical market. 
Mattila, A. S., & O'Neill, J. W. (2003). Relationships between hotel room pricing, 
occupancy, and guest satisfaction: A longitudinal case of a midscale hotel in the 
United States. Journal of Hospitality & Tourism Research, 27(3), 328-341. 
McKecnie, S., Ganguli, S., & Roy, S. K. (2011). Generic technology‐based service 
quality dimensions in banking. International journal of bank marketing. 
Mechinda, P., & Patterson, P. G. (2011). The impact of service climate and service 
provider personality on employees' customer-oriented behavior in a high-
contact setting. Journal of Services Marketing, 25(2), 101-113. 
Meesala, A., & Paul, J. (2018). Service quality, consumer satisfaction and loyalty in 
hospitals: Thinking for the future. Journal of Retailing and Consumer 
Services, 40, 261-269. 
Metwally, D. (2013). Complaint Handling in the Airline Industry: The Way to Enhance 
Customer Loyalty. Mediterranean Journal of social sciences, 4(10), 299. 
Milan, G.S., Eberle, L. & Bebber, S. (2015). Perceived value, reputation, trust, and 
switching costs as determinants of customer retention. Journal of Relationship 
Marketing, 14(2), 109-123. 
Miller, D. C., & Salkind, N. J. (2002). Handbook of research design and social 
measurement. Sage. 
Milovic, B. (2012). Application of customer relationship management (CRM) in 
agriculture. Polish journal of management studies, 6, 151-161. 
203 
 
Milovic, B. (2012). Application of customer relationship management Strategy (CRM) 
in different business areas. Facta Universitatis Series Economics and 
Organization, 9(3), 341-354. 
Minkiewicz, J., Evans, J., Bridson, K., & Mavondo, F. (2011). Corporate image in the 
leisure services sector. Journal of Services Marketing, 25(3), 190-201. 
Miranda, S., Tavares, P., & Queiró, R. (2018). Perceived service quality and customer 
satisfaction: A fuzzy set QCA approach in the railway sector. Journal of 
Business Research, 89, 371-377. 
Mithas, S., Krishnan, M. S., & Fornell, C. (2005). Why do customer relationship 
management applications affect customer satisfaction?. Journal of Marketing, 
69(4), 201-209. 
Mohajerani, P. (2013). Customer satisfaction: A structural equation modeling analysis. 
Australian Journal of Business and Management Research, 3(3), 1. 
Mohsan, F., Nawaz, M. M., Khan, M. S., Shaukat, Z., & Aslam, N. (2011). Impact of 
customer satisfaction on customer loyalty and intentions to switch: Evidence 
from banking sector of Pakistan. International Journal of Business and Social 
Science, 2(16). 
Monge, P. R., & Contractor, N. S. (2003). Theories of communication networks. 
Computer. http://doi.org/10.1016/j.polymdgradstab.2006.04.030 
Moon, H., Yoon, H. J., & Han, H. (2016). Role of airport physical environments in the 
satisfaction generation process: Mediating the impact of traveller emotion. Asia 
Pacific Journal of Tourism Research, 21(2), 193-211. 
204 
 
Moon, J. (2007). Corporate image effects on consumers’ evaluation of brand trust and 
brand affect. Journal of Global Academy of Marketing, 17(3), 21-37. 
Morgan, R. M., & Hunt, S. D. (1994). The commitment-trust theory of relationship 
marketing. Journal of marketing, 58(3), 20-38. 
Mujahid, H., & Alam, S. (2014). Service sector as an engine of growth: Empirical 
analysis of Pakistan. Asian Economic and Financial Review, 4(3), 377. 
Munusamy, J., Chelliah, S., & Pandian, S. (2011). Customer satisfaction delivery in 
airline industry in Malaysia: a case of low cost carrier. Australian Journal of 
Basic and Applied Sciences, 5(11), 718-723. 
Murali, S., Pugazhendhi, S., & Muralidharan, C. (2016). Modelling and investigating 
the relationship of after sales service quality with customer satisfaction, 
retention and loyalty–a case study of home appliances business. Journal of 
retailing and consumer services, 30, 67-83. 
Murray, C. J., Barber, R. M., Foreman, K. J., Ozgoren, A. A., Abd-Allah, F., Abera, S. 
F., & Abu-Rmeileh, N. M. (2015). Global, regional, and national disability-
adjusted life years (DALYs) for 306 diseases and injuries and healthy life 
expectancy (HALE) for 188 countries, 1990–2013: quantifying the 
epidemiological transition. The Lancet, 386(10009), 2145-2191. 
Nadiri, H., Hussain, K., Haktan Ekiz, E., & Erdoğan, Ş. (2008). An investigation on the 
factors influencing passengers' loyalty in the North Cyprus national airline. The 
TQM Journal, 20(3), 265-280. 
205 
 
Naik, C. K., Gantasala, S. B., & Prabhakar, G. V. (2010). SERVQUAL, customer 
satisfaction and behavioural intentions in retailing. European Journal of Social 
Sciences, 17(2), 200-213. 
Nam, J., Ekinci, Y., & Whyatt, G. (2011). Brand equity, brand loyalty and consumer 
satisfaction. Annals of tourism Research, 38(3), 1009-1030. 
Namukasa, J. (2013), The influence of airline service quality on passenger satisfaction 
and loyalty, The TQM Journal, 25(5), 520-532. 
NAP. (2019). National Aviation Policy (2019) Civil Aviation Authority Pakistan.  
https://www.caapakistan.com.pk › upload › NAP-2019 
Narula, S. (2019). Impact of Customer Relationship Management on Passengers 
satisfaction and Loyalty in Indian Aviation Industry. Journal of Emerging 
Technologies and Innovative Research, 6 (3). 
Naskrent, J., & Siebelt, P. (2011). The influence of commitment, trust, satisfaction, and 
involvement on donor retention. Voluntas: International Journal of Voluntary 
and Nonprofit Organizations, 22(4), 757-778. 
Neuman, W. L. (2011). Social research methods: qualitative and quantitative 
approaches (International ed. ed.). Boston.  
Nguyen, N., & Leblanc, G. (2002). Contact personnel, physical environment and the 
perceived corporate image of intangible services by new clients. International 
Journal of Service Industry Management, 13(3), 242-262. 
Norman, G. (2010). Likert scales, levels of measurement and the “laws” of statistics. 
Advances in health sciences education, 15(5), 625-632. 
206 
 
Nunkoo, R., & Ramkissoon, H. (2012). Power, trust, social exchange and community 
support. Annals of Tourism Research, 39(2), 997-1023. 
Nyadzayo, M. W., & Khajehzadeh, S. (2016). The antecedents of customer loyalty: A 
moderated mediation model of customer relationship management quality and 
brand image. Journal of Retailing and Consumer Services, 30, 262-270. 
O'Cass, A., & Grace, D. (2004). Exploring consumer experiences with a service brand. 
Journal of Product & Brand Management, 13(4), 257-268. 
Ofori, K.S., Boateng, H., Okoe, A.F. & Gvozdanovic, I. (2017). Examining customers’ 
continuance intentions towards internet banking usage, Marketing Intelligence 
and Planning, 35(6), 756-773. 
Oghojafor, B. A., & Adekoya, A. G. (2014). Determinants of customers’ satisfaction in 
the Nigerian aviation industry using analytic hierarchy process (AHP) Model. 
Acta Universitatis Danubius. Œconomica, 10(4). 
Oh, H. & Kim, K. (2017). Customer satisfaction, service quality, and customer value: 
years 2000-2015. International Journal of Contemporary Hospitality 
Management, 29(1), 2-29. 
Okello, M. M., & Yerian, S. (2009). Tourist satisfaction in relation to attractions and 
implications for conservation in the protected areas of the Northern Circuit, 
Tanzania. Journal of Sustainable Tourism, 17(5), 605-625. 
Okumu, J. (2012). Importance of customers satisfaction in Waskia restaurant. Retrieved 




Oliver, R. L. (1977). Effect of expectation and disconfirmation on postexposure product 
evaluations: An alternative interpretation. Journal of applied psychology, 62(4), 
480. 
Oliver, R. L. (1980). A cognitive model of the antecedents and consequences of 
satisfaction decisions. Journal of marketing research, 17(4), 460-469. 
Oliver, R. L. (1981). Measurement and evaluation of satisfaction processes in retail 
settings. Journal of retailing, 57(3), 25-48. 
Oliver, R. L., & Linda, G. (1981). Effect of satisfaction and its antecedents on consumer 
preference and intention. Advances in Consumer Research, 8, 88-93. 
Ong, W. L., & Tan, A. K. (2010). A note on the determinants of airline choice: The 
case of Air Asia and Malaysia Airlines. Journal of Air Transport Management, 
16(4), 209-212. 
Orsingher, C., Valentini, S., & de Angelis, M. (2010). A meta-analysis of satisfaction 
with complaint handling in services. Journal of the Academy of Marketing 
Science, 38(2), 169-186. 
Osarenkhoe, A., & Komunda, M. B. (2013). Redress for customer dissatisfaction and 
its impact on customer satisfaction and customer loyalty. Journal of Marketing 
Development and Competitiveness, 7(2), 102-114. 
Osayawe Ehigie, B., & Taylor, M. (2009). Managing students' loyalty to school after 
graduation through relationship marketing. The TQM Journal, 21(5), 502-516. 
Owyang, J., Jones, A., Tran, C., & Nguyen, A. (2011). Social business readiness: how 





Oyewole, P., Sankaran, M., & Choudhury, P. (2007). Marketing airline services in 
Malaysia: a consumer satisfaction orientation approach. Innovative Marketing, 
3(1), 56-70. 
Özkan, P., Süer, S., Keser, İ. K., & Kocakoç, İ. D. (2019). The effect of service quality 
and customer satisfaction on customer loyalty. International Journal of Bank 
Marketing. 
Pakdil, F., & Aydın, Ö. (2007). Expectations and perceptions in airline services: An 
analysis using weighted SERVQUAL scores. Journal of Air Transport 
Management, 13(4), 229-237. 
Pakistan Economic Survey. (2017-18). Pakistan Economic Survey (2017-18) Ministry 
of Finance Pakistan. https://www.finance.gov.pk/index.html 
Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1994). Reassessment of expectations 
as a comparison standard in measuring service quality: implications for further 
research. Journal of marketing, 58(1), 111-124. 
Park, E. (2019). The role of satisfaction on customer reuse to airline services: An 
application of Big Data approaches. Journal of Retailing and Consumer 
Services, 47, 370-374. 
Park, E., Kim, K. J., & Kwon, S. J. (2017). Corporate social responsibility as a 
determinant of consumer loyalty: An examination of ethical standard, 
satisfaction, and trust. Journal of Business Research, 76, 8-13. 
209 
 
Pavlou, P. A., & Gefen, D. (2004). Building effective online marketplaces with 
institution-based trust. Information systems research, 15(1), 37-59. 
PCAA Statistics. (2019). Pakistan Civil Aviation Authority. 
https://www.caapakistan.com.pk/AT/AT-EO-Stats.aspx 
PCAA. (2018). Pakistan Civil Aviation Authority. 
https://www.caapakistan.com.pk/AT/AT-EO-Stats.aspx 
Peng, D. X., & Lai, F. (2012). Using partial least squares in operations management 
research: A practical guideline and summary of past research. Journal of 
Operations Management, 30(6), 467-480. 
PEROVIC, J. (2013). The economic benefits of aviation and performance in the travel 
& tourism competitiveness index. The Travel & Tourism Competitiveness 
Report 2013, 1(1). 
Peyton, R. M., Pitts, S., & Kamery, R. H. (2003, July). Consumer 
satisfaction/dissatisfaction (CS/D): A review of the literature prior to the 1990s. 
In Allied Academies International Conference. Academy of Organizational 
Culture, Communications and Conflict. Proceedings (Vol. 8, No. 2, p. 41). 
Jordan Whitney Enterprises, Inc. 
Pina, J. M., Martinez, E., De Chernatony, L., & Drury, S. (2006). The effect of service 
brand extensions on corporate image: an empirical model. European Journal of 
Marketing, 40(1/2), 174-197. 
Pittino, D., Martínez, A. B., Chirico, F., & Galván, R. S. (2018). Psychological 
ownership, knowledge sharing and entrepreneurial orientation in family firms: 
210 
 
The moderating role of governance heterogeneity. Journal of Business 
Research, 84, 312-326. 
Pirzada, A. J. (2011). Draft: role of connectivity in growth strategy of Pakistan, 
planning commission. Government of Pakistan, available at: www. pc. gov. 
pk/feg/PDFs/Connectivity_ final_report. pd (accessed 20 August 2013). 
Pitchayadejanant, K., & Nakpathom, P. (2016). The effect of demographic information 
as moderator toward relationship between service quality, customer satisfaction, 
and customer loyalty in Thai Low cost carriers’ passengers. Journal of 
Marketing Management, 4(1), 172-182. 
Pizzi, G., Marzocchi, G.L., Orsingher, C. & Zammit, A. (2015). The temporal construal 
of customer satisfaction.  Journal of Service Research, 18(4), 484-497. 
Platonova, E. A., Kennedy, K. N., & Shewchuk, R. M. (2008). Understanding patient 
satisfaction, trust, and loyalty to primary care physicians. Medical Care 
Research and Review, 65(6), 696-712. 
Podsakoff, P. M., MacKenzie, S. B., Lee, J. Y., & Podsakoff, N. P. (2003). Common 
method biases in behavioral research: A critical review of the literature and 
recommended remedies. Journal of applied psychology, 88(5), 879. 
Podsakoff, P. M., MacKenzie, S. B., & Podsakoff, N. P. (2012). Sources of method bias 
in social science research and recommendations on how to control it. Annual 
review of psychology, 63, 539-569. 
Podsakoff, P. M., & Organ, D. W. (1986). Self-reports in organizational research: 
Problems and prospects. Journal of management, 12(4), 531-544. 
211 
 
Preacher, K. J., & Hayes, A. F. (2004). SPSS and SAS procedures for estimating 
indirect effects in simple mediation models. Behavior research methods, 
instruments, & computers, 36(4), 717-731. 
Preacher, K. J., & Hayes, A. F. (2008). Asymptotic and resampling strategies for 
assessing and comparing indirect effects in multiple mediator models. Behavior 
research methods, 40(3), 879-891. 
Pylak, K., & Majerek, D. (2015). Impact of the service sector on the creation of 
companies in Poland. Procedia Economics and Finance, 24, 523-532. 
Qasim, S. (2015). Airline Service Quality in Pakistan–A Customer Preferences 
Approach. Pakistan Business Review, 17(1), 99-112. 
Radović-Marković, M., Shoaib Farooq, M., & Marković, D. (2017). Strengthening the 
resilience of small and medium-sized enterprises. Review of applied socio-
economic research, 345-356. 
Rafati, D., & Shokrollahi, P. (2011). The Impact of Expectation & Perception on 
Customer 
Satisfaction in Airline Industry (A Case Study of Mahan Air). Sharif University 
of Technology International Campus. 
Rajesh, V., & Manivannan, L. (2013). A Study on Customer Relationship Management 
in Bank of Baroda, with Special Reference to Erode City of Tamilnadu, India. 
Wide Spectrum Research Journal, 1(11), 45-50. 
Ramayah, T., Lee, J. W. C., & In, J. B. C. (2011). Network collaboration and 
performance in the tourism sector. Service Business, 5(4), 411. 
212 
 
Rasoolimanesh, S. M., Jaafar, M., Kock, N., & Ramayah, T. (2015). A revised 
framework of social exchange theory to investigate the factors influencing 
residents' perceptions. Tourism Management Perspectives, 16, 335-345. 
Rehman, M., & Afsar, B. (2012). Relationship among corporate image, intangible 
perceived quality, choosing, habit and customer loyalty. Management & 
Marketing Journal, 10(1). 
Reinartz, W., Haenlein, M., & Henseler, J. (2009). An empirical comparison of the 
efficacy of covariance-based and variance-based SEM. International Journal of 
research in Marketing, 26(4), 332-344. 
Rigdon, E. E. (2014). Rethinking partial least squares path modeling: breaking chains 
and forging ahead. Long Range Planning, 47(3), 161-167. 
Ringberg, T., Odekerken-Schröder, G., & Christensen, G. L. (2007). A cultural models 
approach to service recovery. Journal of Marketing, 71(3), 194-214. 
Ringle, C. M., Sarstedt, M., & Straub, D. (2012). A critical look at the use of PLS-SEM 
in MIS Quarterly. MIS Quarterly (MISQ), 36(1). 
Ringle, C. M., Sarstedt, M., & Zimmermann, L. (2011). Customer satisfaction with 
commercial airlines: The role of perceived safety and purpose of travel. Journal 
of Marketing Theory and Practice, 19(4), 459-472. 
Ringle CM, Wende S, Will A (2005). “SmartPLS 2.0 (beta).” University of Hamburg, 
URL http://www.smartpls.de/. 
Ringle, C. M., Wende, S., & Will, A. (2010). Finite mixture partial least squares 
analysis: Methodology and numerical examples. In Handbook of partial least 
squares (pp. 195-218). Springer, Berlin, Heidelberg. 
213 
 
Rita, P., Oliveira, T., & Farisa, A. (2019). The impact of e-service quality and customer 
satisfaction on customer behavior in online shopping. Heliyon, 5(10), 1-14. 
Rizan, M. (2010). Analysis of service quality and customer satisfaction, and its 
influence on customer loyalty. Iberia, 60(3), 15. 
Robert, P.W., & Dowling, G.R. (2003). The Value of a Firm’s Corporate Reputation: 
How Reputation Helps and Sustain Superior Profitability. Corporate 
Reputation Review, 1(1/2), 72–76. 
Rodríguez, C. M., & Wilson, D. T. (2002). Relationship bonding and trust as a 
foundation for commitment in US–Mexican strategic alliances: A structural 
equation modeling approach. Journal of International Marketing, 10(4), 53-76. 
Román, S. (2003). The impact of ethical sales behaviour on customer satisfaction, trust 
and loyalty to the company: An empirical study in the financial services 
industry. Journal of Marketing Management, 19(9-10), 915-939. 
Roscoe, J. T. (1975). Fundamental research statistics for the behavioral sciences [by] 
John T. Roscoe. 
Ryngelblum, A. L., Vianna, N. W., & Rimoli, C. A. (2013). The ways companies really 
answer consumer complaints. Marketing Intelligence & Planning, 31(1), 54-71. 
Ryu, K., & Han, H. (2010). Influence of the quality of food, service, and physical 
environment on customer satisfaction and behavioral intention in quick-casual 
restaurants: Moderating role of perceived price. Journal of Hospitality & 
Tourism Research, 34(3), 310-329. 
Ryu, K., Lee, H. R., & Gon Kim, W. (2012). The influence of the quality of the physical 
environment, food, and service on restaurant image, customer perceived value, 
214 
 
customer satisfaction, and behavioral intentions. International journal of 
contemporary hospitality management, 24(2), 200-223. 
Saadat, M., Tahbet, T. R., & Mannan, M. A. (2018). Factors That Influence Customer 
Satisfaction in Airline Industry in Malaysia. IOSR JBM, 20(8), 1-6. 
Sadiartha, A. A. N. G. (2019). The role of corporate image in mediating the effect of 
service quality on buying decision for a retail outlet in Bali. 
Saeed, I., Niazi, M. A., Arif, M., & Jehan, N. (2011). Antecedents of Customer 
satisfaction and its outcomes A study of Pakistani service sector. 
Interdisciplinary Journal of Contemporary Research in Business, 3(8), 877-
889. 





Salah, M., & Abou-Shouk, M. A. (2019). The effect of customer relationship 
management practices on airline customer loyalty. Journal of Tourism, 
Heritage & Services Marketing, 5(2), 11-19. 
Saleem, M. A., Zahra, S., & Yaseen, A. (2017). Impact of service quality and trust on 
repurchase intentions–the case of Pakistan airline industry. Asia Pacific Journal 
of Marketing and Logistics, 29(5), 1136-1159. 
215 
 
Salim, A., Setiawan, M., Rofiaty, R., & Rohman, F. (2018). Focusing on Complaints 
Handling for Customer Satisfaction and Loyalty: The Case of Indonesian Public 
Banking. European Research Studies Journal, 21(3), 404-416. 
 
Sallam, M. A. (2016). An Investigation of Corporate Image Effect on WOM: The Role 
of Customer Satisfaction and Trust. International Journal of Business 
Administration, 7(3), 27-35. 
Santos, C. P. D., & Fernandes, D. V. D. H. (2008). Antecedents and consequences of 
consumer trust in the context of service recovery. BAR-Brazilian Administration 
Review, 5(3), 225-244. 
Sarstedt, M., Ringle, C. M., Smith, D., Reams, R., & Hair Jr, J. F. (2014). Partial least 
squares structural equation modeling (PLS-SEM): A useful tool for family 
business researchers. Journal of Family Business Strategy, 5(1), 105-115. 
Sattar, T., Ahmad, K., & Hassan, S. M. (2015). Role of human resource practices in 
employee performance and job satisfaction with mediating effect of employee 
engagement. Pakistan Economic and Social Review, 81-96. 
Sattler, H., Völckner, F., Riediger, C., & Ringle, C. M. (2010). The impact of brand 
extension success drivers on brand extension price premiums. International 
Journal of Research in Marketing, 27(4), 319-328. 
Sekaran, U. (2000). Research for Business: A Skill-Building Approach. John Wiley. 
Sekaran, U. (2003). Research Methods for Business: A Skill-Building Approach. 4th 
Edition, John Wiley & Sons, New York. 
216 
 
Sekaran, U., & Bougie, R. (2010). Research methods for business: A skill building 
approach (5th ed.). West Sussex, UK: John Wiley & Sons Ltd. 
Sekaran, U., & Bougie, R. (2016). Research methods for business: A skill building 
approach. John Wiley & Sons. 
Selamat, M. H., Saat, R. M., & Ali, R. H. R. M. (2016). Web site presentation of 
corporate social responsibility towards customers trust and corporate 
image. International Journal of Economics and Financial Issues, 6(7S), 215-
224. 
Selase, A. E. (2018). Building image in the airline industry. Pakistan international 
airline as the point of convergence. International Journal of Recent Advances 
in Multidisciplinary Research, 5(5), 3830-3834. 
Setiawan, H., & Sayuti, A. J. (2017). Effects of service quality, customer trust and 
corporate image on customer satisfaction and loyalty: an assessment of travel 
agencies customer in South Sumatra Indonesia. IOSR Journal of Business and 
Management, 19(5), 31-40. 
Setó-Pamies, D. (2012). Customer loyalty to service providers: examining the role of 
service quality, customer satisfaction and trust. Total Quality Management & 
Business Excellence, 23(11-12), 1257-1271. 
Sezgen, E., Mason, K. J., & Mayer, R. (2019). Voice of airline passenger: A text mining 
approach to understand customer satisfaction. Journal of Air Transport 
Management, 77, 65-74. 
Shabbir, A., Malik, S. A., & Malik, S. A. (2016). Measuring patients’ healthcare service 
quality perceptions, satisfaction, and loyalty in public and private sector 
217 
 
hospitals in Pakistan. International Journal of Quality & Reliability 
Management, 33(5), 538-557. 
Shah, F. T., Syed, Z., Imam, A., & Raza, A. (2020). The impact of airline service quality 
on passengers’ behavioral intentions using passenger satisfaction as a mediator. 
Journal of Air Transport Management, 85, 101815. 
Shah, K., Anjum, G. A., & Shoaib, M. (2014). Service quality metrics for passenger's 
satisfaction (a case of Pakistan's air industry). Pakistan Journal of Science, 
66(2). 
Shammout, M. Z., & Haddad, S. I. (2014). The Impact of Complaints' Handling on 
Customers' Satisfaction: Empirical Study on Commercial Banks' Clients in 
Jordan. International Business Research, 7(11), 203. 
Shin, D., & Elliott, K. M. (2001). Measuring customers' overall satisfaction: A multi-
attributes assessment. Services Marketing Quarterly, 22(1), 3-19. 
Shin, H. (2014), A study on the relationship among service quality, perceived value, 
satisfaction, an behavioural intention at local festivals. Journal of Hospitality 
and Tourism Studies, 16(4), 90-108. 
Shirsavar, H. A., Gilaninia, S., & Almani, A. M. (2012). A study of factors influencing 
positive word of mouth in the Iranian banking industry. Middle-East Journal of 
Scientific Research, 11(4), 454-460. 
Siering, M., Deokar, A. V., & Janze, C. (2018). Disentangling consumer 
recommendations: Explaining and predicting airline recommendations based on 
online reviews. Decision Support Systems, 107, 52-63. 
218 
 
Sin, L. Y., Tse, A. C., & Yim, F. H. (2005). CRM: conceptualization and scale 
development. European Journal of marketing, 39(11/12), 1264-1290. 
Singaravelu, K., & Amuthanayaki, V. P. (2017). A Study on Service Quality and 
Passenger Satisfaction on Indian Airlines. Journal of Commerce and Trade, 
12(2), 106-115. 
Singh, G., Pathak, R. D., Naz, R., & Belwal, R. (2010). E-governance for improved 
public sector service delivery in India, Ethiopia and Fiji. International Journal 
of Public Sector Management, 23(3), 254-275. 
Singh, J. and Crisafulli, B. (2016). Managing online service recovery: procedures, 
justice and customer satisfaction, Journal of Service Theory and Practice, 
26(6), 764-787. 
Slåtten, T., Krogh, C., & Connolley, S. (2011). Make it memorable: customer 
experiences in winter amusement parks. International Journal of Culture, 
Tourism and Hospitality Research, 5(1), 80-91. 
Sobel, M. E. (1982). Asymptotic confidence intervals for indirect effects in structural 
equation models. Sociological methodology, 13, 290-312. 
Sohn, H., Yoon, Y. (2013), An analysis of structural relationships between festival 
quality, perceived value, satisfaction, loyalty, and expenditure. Journal of 
Tourism Sciences, 37(4), 187-210. 
Solimun, S., & Fernandes, A. A. R. (2018). The mediation effect of customer 
satisfaction in the relationship between service quality, service orientation, and 




Sousa, F., & Desai, P. H. (2015). Customer complaints and their types in airline 
industry: A descriptive exploration of service failure in airline services. 
International Journal of Managerial Studies & Research, 3(10), 73-86. 
Spreng, R. A., & Page Jr, T. J. (2003). A test of alternative measures of disconfirmation. 
Decision Sciences, 34(1), 31-62. 
Srivastava, M. (2015). Influencers of Customer Satisfaction, Customer Loyalty 
Relationship A Conceptual Research Model. Journal of Faculty of Management 
Studies, Banaras Hindu University, 7(1), 54-65. 
Statista (2018). Number of scheduled passengers boarded by the global airline industry 
from 2004 to 2018 (in millions). Retrieved on 2 March 2018 
https://www.statista.com/ 
Suhartanto, D., & Noor, A. A. (2012). Customer satisfaction in the airline industry: The 
role of service quality and price. In Asia Tourism Forum Conference (p. 6). 
Sukaisih, E., Suharyono, Solimun. and Hamid, D. (2015). Effect of functional service 
quality on customer satisfaction and image and the impact on loyalty intention 
(study at three-Star Hotel in Malang city and Batu city), International Journal 
of Business and Management Invention, 4. 
Suki, N. M., Tan, C., Ping, Y., & Suki, N. M. (2012). Service quality dimension effects 
on customer gratification towards e-banking. Interdisciplinary journal of 
contemporary research in business, 4(4), 741-751. 
Supriaddin, N., Palilati, A., Bua, A., & Patwayati, J. H. (2015). The effect of complaint 
handling toward customers satisfaction, trust and loyalty to bank rakyat 
Indonesia (Bri) southeast Sulawesi. Int. J. Eng. Sci.(IJES), 4(6), 01-10. 
220 
 
Szymanski, D.M. and Henard, D.H. (2001), Customer satisfaction: a meta-analysis of 
the empirical evidence, Journal of the Academy of Marketing Science, 29(1), 
16-35. 
Tabachnick, B. G., Fidell, L. S., & Ullman, J. B. (2007). Using multivariate statistics 
(Vol. 5). Boston, MA: Pearson. 
Taleghani, M., Biabani, S., Gilaninia, S., Rahbarinia, S., & Mousavian, S. (2011). The 
relationship between customer satisfaction and relationship marketing benefits. 
Arabian Journal of Business and Management Review, 1(3), 78-86. 
Taylor, S. A., & Baker, T. L. (1994). An assessment of the relationship between service 
quality and customer satisfaction in the formation of consumers' purchase 
intentions. Journal of retailing, 70(2), 163-178. 
Teimouri, M., Yaghoubi, N. M., & Kazemi, M. (2012). The effect of electronic service 
quality on customers behavioral intentions. International Journal of Marketing 
Studies, 4(2), 179. 
Tenenhaus, A., & Tenenhaus, M. (2011). Regularized generalized canonical correlation 
analysis. Psychometrika, 76(2), 257. 
Terblanche, N. S., & Boshoff, C. (2001). Measuring customer satisfaction with some 
of the controllable elements of the total retail experience: an exploratory study. 
South African Journal of Business Management, 32(2), 35-42. 
Thibaut, J.W. and Kelley, H.H. (1959). The social psychology of groups. John Wiley & 
Sons, New York. 
Thomas, A. R. (2001). Air Rage. Crisis in the Skies. Prometheus Books. 
221 
 
Thomas, J. L., Cunningham, B. J., & Williams, J. K. (2002). The impact of 
involvement, perceived moral intensity, and satisfaction upon trust in non-profit 
relational contexts: Processes and outcomes. Journal of Nonprofit & Public 
Sector Marketing, 10(1), 93-115. 
Tolba, A., Seoudi, I., Meshreki, H., & Shimy, M. (2016). Effect of justice in complaint 
handling on customer loyalty: Evidence from Egypt. Global Journal of Business 
Research, 9(3), 1-14. 
Tomasello, M., Manning, C. D., Schütze, H., Brown, G., Yule, G., Gough, B., & Of, 
O. (2010). A Comparison of Case Study and Traditional Teaching Methods for 
Improvement of Oral Communication and Critical-Thinking Skills. Thinking, 2, 
1-9. 
Trainor, K. J. (2012). Relating social media technologies to performance: A 
capabilities-based perspective. Journal of Personal Selling & Sales 
Management, 32(3), 317-331. 
Tuten, T. L. (2008). Advertising 2.0: social media marketing in a web 2.0 world: social 
media marketing in a web 2.0 world. ABC-CLIO. 
University of Kentucky (2011). Social media policies and guidelines. Retrieved on 
August 26, 2013, from http://uknow.uky.edu/ 
Ullman, J. B., & Bentler, P. M. (2003). Structural equation modeling. Handbook of 
psychology, 607-634. 
Upadhyaya, M. (2013). Customer satisfaction measurement in airline services: An 
empirical study of need-gap analysis. International Journal of Information, 
Business and Management, 5(1), 109-120. 
222 
 
Usta, M., Berezina, K., & Cobanoglu, C. (2014). The impact of hotel attributes’ 
satisfaction on overall guest satisfaction. Journal of Service Management, 6(3), 
1-12. 
Uyoga, D., & Lagat, C. (2019). Relationship between Customer Responsiveness, 
Service Performance And Satisfaction Among Airline Passengers In 
Kenya. Journal of Emerging Trends in Economics and Management Sciences 
(JETEMS), 10(2), 61-69. 
Van den Brink, D., Odekerken-Schröder, G., & Pauwels, P. (2006). The effect of 
strategic and tactical cause-related marketing on consumers' brand loyalty. 
Journal of Consumer Marketing, 23(1), 15-25. 
Vaughan, B. J., & Renn, R. W. (1999). Customer service citizenship behavior: Bridging 
the employee-customer relationship. Advances in the Management of 
Organizational Quality, 4(1), 151-186. 
Vera, J., & Trujillo, A. (2013). Service quality dimensions and superior customer 
perceived value in retail banks: An empirical study on Mexican 
consumers. Journal of Retailing and Consumer Services, 20(6), 579-586. 
Vinzi, V. E., Chin, W. W., Henseler, J., & Wang, H. (2010). Handbook of partial least 
squares (Vol. 201, No. 0). Berlin: Springer. 
Viswanathan, M., & Kayande, U. (2012). Commentary on “common method bias in 
marketing: Causes, mechanisms, and procedural remedies”. Journal of 
Retailing, 88(4), 556-562. 
Vogt, W. P., Gardner, D. C., & Haeffele, L. M. (2012). When to use what research 
design. Guilford Press. 
223 
 
Voss, G.B., Godfrey, A. & Seiders, K. (2010). How complementarity and substitution 
alter the customer satisfaction–repurchase link. Journal of Marketing, American 
Marketing Association, 74(6), 111-127. 
Wah Yap, B., Ramayah, T., & Nushazelin Wan Shahidan, W. (2012). Satisfaction and 
trust on customer loyalty: a PLS approach. Business Strategy Series, 13(4), 154-
167. 
Wakefield, K. L., & Blodgett, J. G. (1996). The effect of the servicescape on customers’ 
behavioral intentions in leisure service settings. Journal of services marketing, 
10(6), 45-61. 
Wakita, T., Ueshima, N., & Noguchi, H. (2012). Psychological distance between 
categories in the Likert scale: Comparing different numbers of options. 
Educational and Psychological Measurement, 72(4), 533-546. 
Wang, S. W. (2014). The moderating effects of involvement with respect to customer 
relationship management of the airline sector. Journal of Air Transport 
Management, 35, 57-63. 
Weiwei, T. (2007). Impact of corporate image and corporate reputation on customer 
loyalty: A review. Management Science and Engineering, 1(2), 57. 
Wilson, H., Daniel, E., & McDonald, M. (2002). Factors for success in customer 
relationship management (CRM) systems. Journal of marketing management, 
18(1-2), 193-219. 
Wong, K. K. K. (2013). Partial least squares structural equation modeling (PLS-SEM) 
techniques using SmartPLS. Marketing Bulletin, 24(1), 1-32. 
224 
 
Wu, C. C. (2011). The impact of hospital brand image on service quality, patient 
satisfaction and loyalty. African Journal of Business Management, 5(12), 4873-
4882. 
Wu, C. H. J., & Liang, R. D. (2009). Effect of experiential value on customer 
satisfaction with service encounters in luxury-hotel restaurants. International 
Journal of Hospitality Management, 28(4), 586-593. 
Wu, H. C. (2013). An empirical study of the effects of service quality, perceived value, 
corporate image, and customer satisfaction on behavioral intentions in the 
Taiwan quick service restaurant industry. Journal of Quality Assurance in 
Hospitality & Tourism, 14(4), 364-390. 
Wu, J.H.-C., Lin, Y.-C. & Hsu, F.-S. (2011). An empirical analysis of synthesizing the 
effects of service quality, perceived value, corporate image and customer 
satisfaction on behavioral intentions in the transport industry: a case of Taiwan 
high-speed rail, Innovative Marketing, 7(3), 83-99. 
Wu, L. (2013). The antecedents of customer satisfaction and its link to complaint 
intentions in online shopping: An integration of justice, technology, and trust. 
International Journal of Information Management, 33(1), 166-176. 
Yang, J., & Chen, Z. (2010, December). Cloud computing research and security issues. 
In 2010 International Conference on Computational Intelligence and Software 
Engineering (pp. 1-3). IEEE. 
Yang, L., Tjiptono, F., & Poon, W. C. (2018). Will you fly with this airline in the future? 
An empirical study of airline avoidance after accidents. Journal of Travel & 
Tourism Marketing, 35(9), 1145-1159. 
225 
 
Yang, Y., & Chan, A. (2010). A hierarchical approach to measure service performance 
in the resort hotel’s service encounters. Journal of Tourism, Hospitality & 
Culinary Arts, 2(1). 
Yaqub, R. M. S., Halim, F., & Shehzad, A. (2019). Effect of service quality, price 
fairness, justice with service recovery and relational bonds on customer loyalty: 
Mediating role of customer satisfaction. Pakistan Journal of Commerce and 
Social Sciences (PJCSS), 13(1), 62-94. 
Yee Liau, B., & Pei Tan, P. (2014). Gaining customer knowledge in low cost airlines 
through text mining. Industrial management & data systems, 114(9), 1344-
1359. 
Yee, R. W., Yeung, A. C., & Cheng, T. E. (2008). The impact of employee satisfaction 
on quality and profitability in high-contact service industries. Journal of 
operations management, 26(5), 651-668. 
Yen, C. H., & Lu, H. P. (2008). Effects of e-service quality on loyalty intention: an 
empirical study in online auction. Managing Service Quality: An International 
Journal, 18(2), 127-146. 
Yin, R. K. (2009). Case study research, 4th edn. Beverly Hills. 
Ying, Y., Jing, F., Nguyen, B. & Chen, J. (2016). As time goes by… maintaining 
longitudinal satisfaction: a perspective of hedonic adaptation. Journal of 
Services Marketing, 30(1), 63-74. 
Yuvaraj, M., & Rajendiran, G. (2020). A Relationship Between Service Quality and 
Customer Satisfaction in Life Insurance Sector (No. 2378). EasyChair. 
226 
 
Zahari Wan Yusoff, W., Ismail, M., & Newell, G. (2008). FM-SERVQUAL: a new 
approach of service quality measurement framework in local authorities. 
Journal of Corporate Real Estate, 10(2), 130-144. 
Zaheer, M., Akbar, M. T., & Ramzan, M. (2013). Image building in air line industry: 
A case of Pakistan International Airline. Interdisciplinary Journal of 
Contemporary Research in Business, 5(2), 192-204. 
Zakir, F., Rehman, A., & Rehman, Z. (2016). Effect of e-Supply Chain Management 
on the Business Process of Airline Industry. International Journal of 
Management Sciences and Business Research, 5(7). 
Zameer, H., Ali, S., Nisar, W., & Amir, M. (2014). The impact of the motivation on the 
employee’s performance in beverage industry of Pakistan. International journal 
of academic research in accounting, finance and management sciences, 4(1), 
293-298. 
Zameer, H., Tara, A., Kausar, U., & Mohsin, A. (2015). Impact of service quality, 
corporate image and customer satisfaction towards customers’ perceived value 
in the banking sector in Pakistan. International journal of bank marketing, 
33(4), 442-456. 
Zeithaml, V. A. (1988). Consumer perceptions of price, quality, and value: a means-
end model and synthesis of evidence. Journal of marketing, 52(3), 2-22. 
Zhao, L., Lu, Y., Zhang, L., & Chau, P. Y. (2012). Assessing the effects of service 
quality and justice on customer satisfaction and the continuance intention of 
mobile value-added services: An empirical test of a multidimensional model. 
Decision support systems, 52(3), 645-656. 
227 
 
Zhu, Y. Q., & Chen, H. G. (2012). Service fairness and customer satisfaction in internet 
banking: Exploring the mediating effects of trust and customer value. Internet 
Research, 22(4), 482-498. 
Zietsman, M.L., Mostert, P. & Svensson, G. (2019). Perceived price and service quality 
as mediators between price fairness and perceived value in business banking 
relationships: A micro-enterprise perspective, International Journal of Bank 
Marketing, 37(1), 2-19. 
Zikmund, W. G., Babin, B. J., Carr, J. C., Adhikari, A., & Griffin, M. (2013). Business 
Research Methods A South-asian Perspective. Cengage Learning. 
Zikmund, W. G., Carr, J. C., & Griffin, M. (2012). Business research methods: 




















Dear Sir/Madam,     
My name is Muhammad Salman Azhar, a PhD candidate in the School of Business 
Management, University Utara Malaysia. I am conducting an academic research study as 
part of my PhD studies. I shall be thankful for your contribution in the treasury of knowledge 
through responding to this questionnaire.   
The information provided will be strictly kept confidential and used for academic purpose 
only, by the researcher.  
  
Thank you for your cooperation.  
  
Muhammad Salman Azhar 
Matric: 901485  
School of Business Management   
University Utara Malaysia    
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SECTION A:  
Personal Background 
  
The following information is strictly confidential and will only be used for research purpose. I 
will be grateful if you could kindly fill the required information.  
  
1. Gender 
a. Male   b.    Female       
2. Age group 
a. Below 20      
b. 20- 30 
c. 31- 40 
d. 41 – 50 
e. Above 50 
3. Marital status 
a. Married   
b. Single 
c. Others ______________ (please state) 
4. Nationality 
a. Pakistani 
b. Foreigner  
5. Highest level of education 
a. Diploma   
b. Bachelors 
c. Masters  
d. Ph.D.  
d. Others ______________ (please state) 
6. Occupational Status 
a. Employed 
b. Self Employed 
c. Job Seeker 
d. Student 
e. Others ______________ (please state) 
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7. Financial Earnings (Monthly, Rs.)   




     SECTION B:  
General Information  
 
1. Frequency of Flights in Airlines in one year. 
a. Less than 2 times   
b. 2 -5 times 
c. 6- 10 times 
d. More than 10 times 




d. Visiting families / friends  
e. Other (please specify)________________  
3. Class in which you travel 
a. Business class 
b. Economy  plus 
c. Economy  
4. Seat Category 
a. Business 
b. Economy plus 
c. Economy 
5. Are you a frequent flyer with any of the Pakistan-based airlines? 
a. Yes 
b. No 
6. With which airline are you a frequent flyer? 
a. Pakistan International Airlines (PIA)      
b. Shaheen International Airlines (SAI) 
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c. Air Blue (ABQ) 
7. Within the last 12 months how many times have you travelled using each of 
the following:       Number of trips 
a. Pakistan International Airlines (PIA)        ___ 
b. Shaheen International Airlines (SAI)    ___ 
c. Air Blue (ABQ)       ___ 
  SECTION C:  
General Opinion  
Please read description given. Then rate the frequency by tick the corresponding next 
to the statement. Use the following scale: 
1 = Strongly Dissatisfied  (Strongly Disagree) 
2 = Dissatisfied   (Disagree) 
3 = Somehow Satisfied  (Neither Agree nor Disagree) 
4 = Satisfied    (Agree) 
5 = Strongly Satisfied  (Strongly Agree) 
 










1. The staff of this airline deliver superior services      
2. Overall, the in-flight facilities in this airline are 
excellent 
     
3. This airline has a convenient flight schedule      
4. This airline has convenient reservation and ticketing 
systems 
     
5. This airline offers an excellent security system      
6. I feel safe when I fly with this airline      
7. This airline offers excellent baggage handling 
services 
     
 
 










8. This Airline service provider deals effectively with 
customer problems 
     
9. This Airline service provider review complaints 
periodically 
     
10. This Airline service provider officer’s response 
directly to problems 
     
11. Customers give greater attention to this Airline 
service provider reaction toward complaints offered 





Physical Environment 1 2 3 4 5 
12. The aircraft lighting is appropriate      
13. The temperature of the aircraft is comfortable      
14. The environment of the aircraft  is clean      
15. The aircraft  architecture is impressive      
16. The colour of the wall and floor are complementary 
and coordinating 
     
 
 
Social Network Interaction  1 2 3 4 5 
17. This airline sends e-messages to customers in order 
to enhance customer satisfaction 
     
18. This airline provides e-promotion to foster customer 
satisfaction 
     
19. This airline is providing e-information that is 
essential for customer satisfaction 
     
20. Web site availability gives competitive advantage to 
this airline service provider 
     
Trust 1 2 3 4 5 
21. The airline service provider keeps its promises      
22. The airline service provider really cares about me.      
23. I trust this airline service provider      
24. This airline service provider really puts my well-
being first. 
     
 
Customer Satisfaction 1 2 3 4 5 
25. As a customer, I have a high-quality relationship 
with the airline 
     
26. I am happy with the efforts t 
27. E440hat the airline makes towards its customer 
     
28. I am satisfied with my relationship with the airline      
29. I can find the product that matches my needs 
provided by the airline 
     
30. I think the price I pay for the airline’s service is fair      
   
Corporate Image 1 2 3 4 5 
31. This airline employs talented people.      
32. This airline supports local community.      
33. This airline is financially sound.      
34. This airline often introduces new services.      
35. This airline has a strong marketing capabilities.      
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36. This airline is well-managed.      
37. This airline offers high quality services to its 
customers. 
     
 
THANK YOU VERY MUCH FOR YOUR TIME AND EFFORT, IT IS GREATLY APPRECIATED. 
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Appendices C: Common method Variance.  
Total Variance Explained 
Component Initial Eigenvalues Extraction Sums of Squared 
Loadings 
Rotation Sums of Squared 
Loadings 












1 10.172 28.256 28.256 10.172 28.256 28.256 5.070 14.083 14.083 
2 3.335 9.264 37.520 3.335 9.264 37.520 4.033 11.203 25.286 
3 2.895 8.041 45.561 2.895 8.041 45.561 3.641 10.115 35.401 
4 2.407 6.687 52.248 2.407 6.687 52.248 2.935 8.153 43.554 
5 1.894 5.261 57.509 1.894 5.261 57.509 2.775 7.709 51.263 
6 1.631 4.530 62.039 1.631 4.530 62.039 2.549 7.082 58.344 
7 1.222 3.396 65.435 1.222 3.396 65.435 2.311 6.420 64.764 
8 1.048 2.912 68.346 1.048 2.912 68.346 1.290 3.582 68.346 
9 .930 2.584 70.930       
10 .900 2.500 73.430       
11 .764 2.121 75.551       
12 .697 1.935 77.487       
13 .680 1.890 79.377       
14 .659 1.831 81.207       
15 .625 1.737 82.944       
16 .547 1.519 84.463       
17 .476 1.322 85.785       
18 .457 1.270 87.055       
19 .416 1.156 88.211       
20 .370 1.028 89.239       
21 .350 .973 90.212       
22 .339 .941 91.153       
23 .323 .899 92.052       
24 .292 .812 92.864       
25 .277 .769 93.633       
26 .270 .750 94.383       
27 .260 .723 95.106       
28 .248 .688 95.793       
29 .225 .625 96.418       
30 .213 .591 97.010       
31 .204 .566 97.576       
32 .193 .537 98.113       
33 .187 .521 98.634       
34 .181 .503 99.137       
35 .172 .477 99.613       
36 .139 .387 100.000       
Extraction Method: Principal Component Analysis. 
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Appendices D: Cross loadings  
Discriminant Validity (cross loadings)  
 
              CI        CS       PE       PS       SNI      SQ       TR 
CI1 0.713 0.475 0.340 0.312 0.092 0.434 0.267 
CI2 0.772 0.517 0.358 0.322 0.122 0.379 0.302 
CI3 0.801 0.467 0.254 0.354 0.066 0.365 0.323 
CI4 0.839 0.479 0.204 0.379 0.095 0.424 0.337 
CI5 0.786 0.493 0.092 0.444 0.093 0.396 0.292 
CI6 0.785 0.493 0.218 0.462 0.045 0.365 0.371 
CI7 0.821 0.639 0.336 0.449 0.091 0.434 0.396 
CS1 0.442 0.773 0.372 0.333 0.102 0.308 0.443 
CS2 0.517 0.846 0.374 0.455 0.071 0.339 0.485 
CS3 0.507 0.859 0.256 0.399 0.113 0.395 0.331 
CS4 0.586 0.864 0.241 0.402 0.108 0.425 0.353 
CS5 0.597 0.738 0.177 0.407 0.147 0.405 0.344 
PE1 0.200 0.258 0.823 0.085 0.068 0.171 0.182 
PE2 0.243 0.292 0.873 0.090 0.023 0.132 0.173 
PE3 0.341 0.358 0.894 0.130 0.041 0.240 0.222 
PE4 0.315 0.262 0.821 0.099 0.028 0.176 0.161 
PS1 0.488 0.407 0.226 0.811 0.072 0.291 0.458 
PS2 0.372 0.392 0.065 0.882 0.089 0.267 0.364 
PS3 0.318 0.387 -0.029 0.721 0.078 0.177 0.319 
SNI1 0.130 0.101 0.042 0.098 0.848 0.196 0.047 
SNI2 0.095 0.117 0.048 0.083 0.902 0.149 -0.026 
SNI3 0.044 0.123 0.023 0.068 0.807 0.173 0.047 
SQ1 0.408 0.357 0.166 0.188 0.102 0.813 0.202 
SQ2 0.384 0.331 0.249 0.167 0.131 0.822 0.202 
SQ3 0.336 0.285 0.215 0.133 0.146 0.761 0.224 
SQ4 0.353 0.297 0.128 0.242 0.148 0.773 0.290 
SQ5 0.449 0.410 0.157 0.337 0.172 0.708 0.223 
SQ6 0.407 0.422 0.101 0.328 0.231 0.786 0.197 
TR1 0.287 0.341 0.044 0.352 0.083 0.222 0.765 
TR2 0.314 0.340 0.095 0.406 0.029 0.198 0.790 
TR3 0.252 0.307 0.295 0.289 0.035 0.197 0.738 
TR4 0.398 0.454 0.231 0.403 -0.046 0.248 0.776     
 
